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Mr. Punch, whose pride it is to identify 
himself with the highest standards in 
advertising, wishes the Advertising 
Association a pleasant and stimulating 
conference at Brighton. 
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Exams: choose 
your system 


Sir. Some prominence has 
*n recently to advertising 

and the change in the 

g Associat:on’s exami- 


tt s, however, an anomaly 
I 1s risen because of the 
nge in the syllabus If a 


A student passes the 

nation in May and then 

res to change to the new 
me he is credited in three 
sbyects but not in marketing. If. 
wever, he fails the examination 

n marketing only, for the next 
year he has to take the three 


THIS WEEK 
IPR Conference report—page 229. 
NEXT WEEK 


Market survey of the Midlands. 


other subjects again although he 
may have succeeded brilliantly 
in those 

lhe motto of the AA education 
committee seems to be “heads | 
win —tatls you lose.” 

K. S. Muir 

Hopton Road, 
London, S.W.16 


(An AA spokesman comments 
“The new regulations do not 
come into force until next year 
and the examinations this year 
are being conducted under the 


reeulauons which require 1 
student to take and pass each 
division as a whole 


‘The education committee in 
compiling the new regulations 
had the problems of students very 
much in mind as the regulations 
themselves suggest The interim 
provisions are the fairest that 
could he de vise d 

Students have the option 
either to complete their examina 
tions under the old regulations or 
to change next vear to the new 
regulations 

In the new syllabus marketing 
is in the final examination and 
will be a more advanced paper 
than at present. Eptror.) 


Walkers 


(showcards) 


MANCHESTER 


To The Editor .. 


Why our exports fail in the 


Swedish 


Sir,—I took great interest in 
your Focus on Sweden (Apri! 21) 
I spent six weeks in Sweden on 
an industrial travelling scholar- 
ship in 1953 and travelled about 
1,000 miles in the southern pro- 
vinces studying factories and 
being shown houses and schools 

Our exporters do not reach the 
Swedish market because they do 
not try. I was told over and over 
again that British goods would be 
bought if they were more easily 
obtainable or slightly altered 
For instance, I was driven some 
hundreds of miles in German 
cars, chiefly Volkswagens. When 
I asked why their owners didn't 
use the Morris Minor, which has 
some popularity in Sweden, | was 
told that although the Morris was 
a more comfortable car, and nc 
more expensive, it was much 
more vulnerable to the stones and 
dirt of the unmade-up Swedish 
roads than the Volkswagen which 
has a protective plate underneath 
the chassis 

In the same way I was told 
that British precision control and 
recording instruments are better 
than others, but because they are 
not available in the metric 
system, American machines are 
bought with dollars in spite of 
the Swedish dollar problem ] 
saw one British control panel in 
an oil refinery, but conversion 
tables were attached to it to allow 
the mechanics to calculate pres 
sure readings into kilogrammes 
per square centimetre from 
pounds per square inch 

1 discovered at St. Erik's fair 
a very small British section of 
displays When I asked the 
representative of a British ball 
bearing company what he was 
doing in Sweden-——traditionally 
the home of _ball-bearings—1 
learned that every ball pen manu- 
tactured in Sweden has an English 
ball in its tip, but the Swedish 
visitors to the Fair were not told 
this 

All the publicity handouts in 
the British section were written 
in English. But in the German 
pavilion at St. Erik’s fair the 
salesmen spoke Swedish The 
German handouts were written in 
Swedish. After visiting the Fair 
I was not at all surprised to learn 
that West German machine tools 
are bought in preference to 
British ones 

Your article mentions the diffi 
culty of formal Swedish conven- 
tions These difficulties are 


markets 


greatly exaggerated. The Swedes 
do not expect the foreign visitor 
to know their rules of etiquette 
or their language. If he knows a 
little of either, and they are very 

S irn, his way becomes 
charmed because he has done his 
hosts the honour of learning their 


Ca 


customs 
Your article ends by pointing 
out—quite rightly —that increased 
effort would bring us a satis- 
rade return. It was my 


experience that any effort at all 
on the part of English trade 
representatives would be an agrece- 
able surprise for the Swedes and 
would for itself a hundred- 
fold 


Vipa RUSSELI 
John M Organisation, 
Fa Street, E.C.4 


Blackpool 
posters 


Sir, r April 21 issue, a 
poste gned for British 
Railw and Region) for 
Black s reproduced 

Ir s Lewis’ Review or 
Poste ne, he criticised 
a Bla ster for Blackpool 
Cory which, of course, 
was do with us. There 
could R some confusion 
abou soster this referred 
to, ar ve would like to clarify 
the 

YENIS P. DOWNEY 
Managing Director 
Stud even Ltd 
47 Red | St.. W.C.1 


Laugh against 
ourselves 


SIR The clamour which arose 
is a result of the BBC's recent 
satirica gramme on advertis- 
ng exposed once again that rather 
Neurotic condition which shudders 
nto be vnen criticism of any 
velled against the trade 
which we follow 

For this is by no means the 
first occasion when critical com- 
ment nas produced identical 
symptoms It would seem that 
no-one must be hostile and, in- 
deed, that ng we do is just 
righ No human activity was 
ever so ; 


sort 1s 


evervtt 


Advertising is a national indus 


try. prosperous and well! paid 
like all other human activities, it 
Is at times good. bad or indiffer 
ent. On the whole, it does a 
reasonably good job—but that is 
all yOu can say 
We shout our wares im a larger 
market than did our fathers, but 
we are still of the market place 
which should surely enable us t 
join occasionally in the laughs 
against ourselves 
c. H. W. Roies 
Turnmill St.. London, E.C.1 


Why all the 
ballyhoo? 


Sir, —What a hullabaloo about 
“The New Ballyhoo.” If the 
BBC is big enough to lampoor 
itself—which it frequently does 
cannot advertising do the same 

Let's be honest Advertising 
will only be respected by the 
public when it merits respect. At 
present it still has a long way to 
go, since for every well-designed 
and well-written advertisement 
there are SO which are not 

Anyway, advertising will have 
a wonderful chance of promoting 
itself when commercial television 
arrives. Heaven help the IPA 
and its kindred bodies 1f commer 
cials are full of ballyhoo 

No amount of pompous bleat 
ings abou the advertising “ pro 
fession™ will have the slightest 
effect. The viewer will judge by 
what he sees and hears-—and the 
average viewer (like the average 
reader) 's not quite so stupid as 
many advertising men imagine 
him to be 


M. B. Wyatt 
Marylebone, High St.. W.1 


BIF VISIT 
Among the parties who will be 
visiting the BIF at Olympia, are 
a group of 32 editors of American 
weekly newspapers. They will be 
touring the Fair to-morrow (Fr 
day) 
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Good wishes to all delegates 
at the 22nd Annual 
Advertising Conference 
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i WOMAN'S OWN - HOME NOTES - MODERN WOMAN 
' HOMES AND GARDENS - TRUE MAGAZINE 
LUCKY STAR GROUP - TIT-BITS - SUNNY STORIES 
COUNTRY LIFE - AMATEUR GARDENING 
GARDENING ILLUSTRATED ~ SMALLHOLDER 
ANGLING - RIDING - WIDE WORLD MAGAZINE 
MEN ONLY - PRACTICAL TELEVISION 
PRACTICAL WIRELESS - PRACTICAL MECHANICS 
PRACTICAL MOTORIST & MOTOR CYCLIST 
AERONAUTICS TECHNICAL BOOKS 
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Lie? 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LIMITED, TOWER HOUSE, SOUTHAMPTON STREET, W.C.2. TEMPLE BAR 4363 (40 LINES) 
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S® STEUART WILSON was Knighted in 1948 for his services 

to music. Educated at Winchester and King’s College, 
Cambridge, he served during the first World War as a Captain 
in the King’s Royal Rifle Corps. After more than a quarter 
of a century as a professional singer he joined the B.B.C. in 
1942 as Overseas Music Director. He was later Music 
Director, Arts Council of Great Britain, and in 1948 went 
back to the B.B.C. as Head of Music. Since 1950 he has been 
Deputy General Administrator, Royal Opera House. 


a, 


“My Daily Mail 6) sirsrevarr witson 


“3 AM NOT an old reader of the Daily Mail. I 

came to it very recently. When I came back 
from the U.S.A. to this country in 1942, in search 
of something like the truth, I tried all the existing 
dailies, and after rejection of certain of them I have 
come to include the Daily Mail as a permanent 
member of my necessarily limited newspaper 
sources of information. ‘I was not ever thus’. 
Sixty years ago I was brought up in a Liberal house- 
hold which hated the Boer War, which believed in 
Free Trade, and which instinctively turned away 
from the Daily Mail of that epoch. I think that 


the change has not been all on my side; I believe 
that the Daily Mail now represents more and more 
that part of the political field where Conservatives 
could meet Liberals (or even Right-Wing Socialists!); 
that it values the traditional things that other journals 
might discard; and that it tries to lead, not to follow, 
the Man in the Street. It is a difficult business for 
a leader to judge his distance—if he is too far ahead 
he will be out of sight; if he is too close he may get 
a kick in the pants. That will be his signal to get 
a little further ahead of public opinion, out of close 
range, but still in good visibility.” 


e | 226 pean 
Fr. 
a: ’ aia ve oti 
& te, om, = + 5 > 5, eo 
13 ‘- < e.. es ta dane all Abe es See eos ae » # 
Bs BS xp fe 4 - _ ey pi a s 4 ‘- : x} ; F q “ ¢ a \ f 
ws _ ; + ilies ice es ote . c Rechts... ae VA r. cor \ ee 
7, ‘fe ee prt > Ree - Bae. - 4 
per 4 3 ge es ee re a ~~ + b +e : 5 ky 
ag >= fe. “7 yy oe Ke ‘ 2 > ‘ i ae mg: — t , ”. 
‘ za. %, a % Cian, : : ee, i ot he 
tee . nee m= , = a 4 ae ag me A ’ . we - *S a 
s oR eS md ° ee a. oe ey ie — 
‘2 Re ae: = a rae - ‘ - tae a se 
get ee le ’ jo. es /-~ a er ae je a 
By y = 4 = * 4 7 = i he) - : of a ge) j , = "ing rh. is ates 28 , z “ 
iia 2 > = ee =? - _ ¢ . 
oe . > Ja > : ‘ pos #, ¢ a + 
# s eo i a ae aie io a d ‘ i 4 i o. Fame = a . § 
ee a 3 ool ta -. f +c ” he Z - x* i af 
" exe y ‘Sea i 4 - ; j é . . on _ = tg 4 -_ ; 
i ee «3 wt m4. oe 
. 1 a Nest at: aa ae ‘ . Pe iT , gett . ” ‘ 
Si i din , ‘ > ie P Rc: gis we 4 a 
Ie 3 pee el ee ; ao ~ : ei Were 
i Soa be! ce” ge oe a ae “ae | 
a= - Pee Somat ae bo dae ‘ ae ae ey 
bs fae a if * +S 4 cae ite & ~~ 
” at A oe og A oa ne - . 
" . a Jaa MD % ‘oie Ye ; : "9 
BY ne at et ‘ *. n “diy eS yes t i P i ral 3h .. 2 , ) 3 3 
| me ett G P » Willeten 3 Po SS pias 
Ms i ae é a ee Poe rae . -= Bary, : s 
a a Q- me ah “gb ‘ Le } : . a or Age . re, a. | 
ee \ e-8k we te 4 a. a. * Wi eae | 4 A - 
: ae ae ; ake f ‘a Fe : : — ee 4, : 
Pen ee sae &, ae. 
7 a> SES iat ‘ ae ® ie, i : Boks ~ a " 
ae oo” ist roe by . ss te. = é * yn i ae pe: aa ori ‘ ’ 
F, 4 fae a i a ¥ >: ol. oa y ve. 4 gt ee #38 2 
ves ee | 
ih sta ee —_— ae en — i: 54. ‘ 
5 y Aras ' a — ie cen | a i, we a td oe oo 
: b ue ee in es. F r Bae peas a | ‘i 2. is : N. a een , 
* ae mod 2. a; ee ‘ eo) Ca Te i rs he . e | (es a sen 7 
a © is e } be rs : oe L. ; v } > a 2 rs ae S a o mS »* ie 
; “Spelt ' 5 ae * je 4 wo . soe % ag by : a ras, ‘ 
nha A . * we OL Fos RBs, » i ee er i“ at 6 ¥ a 7 ae ape A > 
_—- hs ONS i Sp ee. Ry to 3 a jas Ss ae 
ee ye | >: = See aes ‘ 
al . r shh . “ « ah a. ; a is ® ss PAS * be . ‘ J 
oe coe i ee, EY iva - he “eu > ee A J 
ae ie yi: f Pies oad ves \ se a = eS : . 
Saag SS dale ® ie 2 ea ie 
7 ) "Ale er sh. Roars ae ee : — x . a. : 
- gs Sane” ea ° i. ee 
a 4 ae rs be Ra wena a : i we ~ : i, 
ney. se SS pri J a ; : . 
ar a aia’ \ Saale aoe i ars cL > ene we ‘ 
Eat | mee gee le < | Bee See : 4 
: ; Lew 4. i | os a . : sade . co - iN " 
| ee Ws cl 
: i a 4 oa ; 4 ss Ln ei Baas a 
ae |= a 
; Peat ea. 
a lide SE 5 ‘ : 4 
- ; ieee Sia s - 4, ye he 
; a = 2 j ‘ hs ss ye 
> Eo Se es ae 
ag oy Pee : 1 ' 
: 
; a a 
¥ 7 
ve =e _——— a 


graph 


THE HOME 
NEWSPAPER 
THROUGHOUT 


RELAND 


227 


Vol No. 2,184 


Adverti ser’s 
Weekly 


The Journal of British Advertising & Marketing 


180 Fleet Street, E.C.4 ‘Phone: Chancery 8844 
52/6 A Year Post Free 55/- Overseas 


THURSDAY, MAY 5, 1955 


ADVERTISER'S WEEKLY 


Belfast 
Gelegraph 


~ THE HOME 
NEWSPAPER 
THROUGHOUT 


® 
JK 
» A * 


1,260 AA 


Where to find 
your friends ; 


Weekly” is 
each delegate 
brochure containing the 
‘fiicial Advertising Associa- 
tion's list of delegates, together 
with the names of their firms 
and their address in Brighton 
when available. 
\nyone not receiving a copy 


“ Advertiser's 
presenting to 


should apply to the AA’s 
information desk at the 
Metropole. 


~=€44 4 444264444 88 6446-°*°°*°°* 


ABC sign 
TV contract 
with ITA 


rst contract between the 


{ lent Television Authority 

programme contractor 

d 1 Tuesday The 

Associated Broad 

( Ltd.. who will pro 

grammes tor London at 

VOCK ds, and the Midlands 

Monday to Friday 

i Cc tract w remain in 

ition for the full term of the 

TA’s life under the Television 
Act e., unt 1964 

Among its provisions is the 

tting up of a standing consulta 


ve committee, on which all the 
ntractors and the Authority 
to pre vide a 


be repre sented, 


rum for discussion on matters 
common interest The chair 
in f this ymmittee will be 
ppointed by ‘the Authority 
Much of the contract is con 


ned with programme stan- 

ards and advertising rules. Also 

ved are the hours of 
oadcasting ; the techn 


sracteristics of the Author ty’s 
mporary station at Croydon 
cilities for metworking the 
ndon programmes in due 
urse over the Authority's Mid 
and and Northern stations and 
e payment by the contractor ol 
n annua! fee to the Authority 
An ITA spokesman states that 


@ Continued on page 297 


conference delegates 


—and more to come 


LARGEST-EVER ATTENDANCE WILL 
HEAR ‘PROSPERITY’ THEME 

Y mid-day yesterday (Wednesday) 1,260 delegates had 

registered for the Advertising Association’s 22nd annual 


conference, which opens in Brighton to-day. Further registra- 
tions were still expected, said the AA. 


This well exceeds the record two on Saturday—-will expand the 
for an AA national conference theme in their various fields 
By this morning some of the The final session, on Sunday 


delegates will have arrived in morning, will be a “Free For 
Brighton to take part in the day's All” at which the 
two golfing events the business sessions and 

There will be a four ball bogey bers of the AA 


convenors 
mem 


executive com 


competition in the morning, and mittee w answer questions 
in the afternoon a friendly match Norman Moore will then close 
between a team of delegates and the conference 


one chosen by the Mayor of 
Brighton, Ald. W. G. Dudeney, 

To-night delegates will assemble 
at the Royal Pavilion for 
reception by the 


a Civic 
Mayor and 


IN THIS ISSUE 


The president's message—page 
228 

“Contact's” historical review oi 
advertising—page 235. 

“The Future of Advertising”— 
page 247. 


Mayoress of Brighton, supported 
by Norman Moore, president of 
the AA, and Mrs. Moore 

Theme of the conference will 
be “Advertising—and a Higher 
Standard of Living.” 

Speakers at the five business 
sessions—three to-morrow and 


Sir Archibald Gordon speaks 


to the 
Institute of Public Relations con 
ference Seated is Lex Hornsby 


50 advertisers use 


INTERNATIONAL 
PR BODY 
IS FORMED 


After five years of planning, 


the International Public Rela- 
lations Association has been 
formed. Final details were 
worked out during the early 


hours of Sunday morning at the 
sixth annual conference of the 
Institute of Public Relations at 
Bath. 


There are at present five mem 


t es Great Britain, 
( 1 States, Holland, Norway 
nd Fi ‘ At the first council 

necting, which is expected to 
take pla 1 Holland in October 
intries will be con 

j ! tor recognition, First of 
xpected to be Canada 

P lent of the new associa 

n I Fife Clark (Great 
Chairman is Odd Med 


(Norway), with Richard B 
Hall (USA) and Choppin de 
Janvry (France) as vice-chairmen 
Honorar secretary 1s 
Iraverse-Healy (Great Britain) 

The Association stresses that it 
will be a body of individuals, and 
membership will be roughly 
limited to those working on 
public relations with an inter 
national significance. Each of the 


five member countries is entitled 
to three council members 

Rein Vogels, an 
speaker at the 
that one f the 
the Ass it 
out the 


international 
conference, said 
first objects of 
on must be to work 
aims and ethics of inter 


national public relations practice 


Conference report—page 229 
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H. Ashford Down, a former presi- 
dent of the Display Producers & 
Screen Printers’ Association, and 
one of its founders, interviews 
every Display Craft Ltd. appren- 
tice at the end of his term of 
indenture, and presents each with 
@ copy of “Silk Screen Process,” 
by Harry L. Hiett and H. K 
Middleton 

Here, Mr. Ashford Down makes the 
presentation to Graham Down, 
who has concluded his four years’ 
training with Display Craft Ltd 
and is now about to join the RAF 
He is one of Mr. Down's 
nephews, and at the end of his 
National Service he will return to 
the firm's own studios to take up 
the work for which he has been 
specially trained, as an expert in 
the production of photographic 
stencils. 


Copy change in 
stocking ads 


A number of innovations were 
announced by Charnos Hosiery 
Ltd., makers of nylon stockings, 
at a luncheon at the Savoy on 
Tuesday They included 

A new 30-denier brand, “Crepe 
Clouds”: 

The formation of a Charnos 
colour council, to keep Charnos 
to the fore on colour presentation 
and fashion production; and 

A questionnaire on the merits 
of two new packs 

Colman, Prentis, & Varley Ltd 
are the agents. The new product 
will involve a copy change in the 
current campaign m women's 
magazines and selected dailies 
Stores will be given display units 
showing the different shades of 
Charnos nylons, and a day and 
evening-wear rotating three 
dimensional unit 

The luncheon was ofganised by 
Voice & Vision, Ltd 


Shoe firms to 
use television 


The Norvic Shoe Co., Ltd., are 
planning use half-minute 
spots on 1V when transmis 
sions begin in September. They 
will feature their Norvic Kiltie, 
Devonshire and Sir Herbert 
Barker range of shoes and 
Chamberlain slippers. 

This TV advertising is to be 
handled by their agents, Col- 
man, Prentis and Varley Ltd 

Another shoe company planning 
to use the new medium is 
Somervell Bros. Ltd., who, it 
is understood, will promote 
their “K” shoes. “K” shoe 
advertising is handled by S. H 
Benson Ltd 


tn 
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Eve-of-the-conference message from the president 


A chance to build on our progress 


Norman Moore, president of 
the Advertising Association, 
writes the following message on 
the eve of the 22nd Annual Con- 
ference at Brighton : 

As president of the Advertising 
Association, | am very glad 
indeed to send this message 
through ADVERTISER'S WEEKLY 
on the eve of our conference 

This year, the theme is “Adver 
tising—and a Higher Standard 
of Living.” This emphas 
not only the _ contribut 
which advertising has already 
made towards the improvement 
of living standards, but 
that which it can make 
future 

At Brighton, we have a wonder 
ful opportunity to consolidate 
the excellent progress ‘ 
last year, and our achievements 
of previous years 

We shall have this year a fecord 
number of delegates from 
every sphere of advertising 
his all-time record attendance 
must act as a spur to us all 
that the conference may herald 
the beginning of a great expan 
sion in the usefulness 
daily work, and in the practical 
assistance which we can give 
both to advertisers and to 
advertising men 

It is our duty to 


ses 


on 


aiso 


in the 


so 


of our 


promote still 


further the public's confidence 
in advertising. Over the last 
quarter of a century, advertis- 
ing has made great progress 
and to-day it can justly claim 
to play an important and essen 
tial part in the nation’s life. It 
is Our task to ensure, with all 
our vigeur and all our vafious 
skills, that our contribution to 
the country’s welfare shall be 
increased still further 
During the last few years, Britain 
has enjoyed a measure of 
prosperity which has only been 
by the co 
ordinated efforts of every sec 
tion of industry, and of the 
whole population 
Advertising has played a big part 
in helping to bring about to 
day's greatly improved stan- 
dard of living, which all of us 
s country now enjoy. The 
contribution which we can 
make now, and in the years 
to the further improve 
of these standards, is the 
direct concern of everyone of 
us at Brighton this year 
to examine every 
which advertising can, 
aid of modern tech 
help to blaze the way 
more prosperity 
millions now 


mace possible 


im th 


ahead 


ment 


is our duty 


the 


re and 
many 
in Britain 


It is the intention of the Advert 
tusing Association that tb 
conference shall provide ar 
opportunity for all advertisir 
men and women, for indus 
trialists and politicians to ge 
together and between the 
formulate a policy which w 
enable advertising to i 
rightful part in bringing abou 
the highest possible standar 
of living 

As in previous years, our cor 
ference programme include 
addition to the 
sessions social and 
events, which will, 
bring relaxation and en\ 
to all delegates after each da 
work has been accomplished 

I would like 
who 
make 
cessful. 

The Mavor of Brighton and 

have 

the fac 

have offered us tl 
year, and although I kr: 
they will be thanked afte 
event, I should like to take th 
opportunity now of saying hov 
much we all appreciate the 
great interest in Our work ar 
the assistance which they hay 
given 

So—Welcome to Brighton. 


busines 


here to thank a 
have helped in the past t 


our conference % 


suthorities 
kindness itself in 


which they 


civic 


More Election 


period end 


The present newsprint rationing 
period is to be extended by 12 
weeks, and newspapers are 
also to be allowed extra paper 
for the General Election. 

The rationing period, which was 
to end on Sunday, May 29, 
will now run until Sunday, 
August 21, states F. } 
Bishop, chairman of _ the 
Newsprint Rationing Commit- 
tee. This will allow papers to 
spread newsprint saved during 
the stoppage over the two 


periods. 
The additional allowance of 
pages to cover the Election 


Silk sereen progress 


“The Silk Screen Process” was 
the title of a lecture given to 3 
well-attended meeting of the 
Guild of Printing Trades Execu 
tives at St. Brides Institute re 
cently by C. J. Newton, of 
Display Craft Ltd 

Mr. Newton traced the process 
from its early pioneering days to 
the present time, and showed 
specimens and photographs to 
illustrate the techniques and 
mechanised methods which have 
been adopted by Display Craft 

The speaker was thanked by F 
Devereux of Chromoworks Ltd. 
Master of the Guild 


S 


newsprint: 
in August 


will be on the following scale : 


dailies (ld. and I4d.), 36; 
dailies (2d.), 46; dailies (3d. or 
more), 54; Sundays (all prices), 
10; weeklies (all prices), 10. 
Small newspapers with a page 
area of less than 250 sq. in. 
will be allowed double these 
numbers of pages 

In the House of Commons, Mr. 
Peter Thorneycroft, President 
of the Board of Trade, said 
that the estimated quantity of 
newsprint saved during the 
period of non-publication by 
the national newspapers was 
36,000 tons. 


ITA headquarters 


The ITA are to take over pro- 
perty towards the end of June 
for a permanent administrative 
headquarters. The building, which 
is situated at 13-14, Princes Gate, 
S.W. and was occupied, until the 
end of last year, by the American 
Embassy, has been bought by the 
ITA freehold at an undisclosed 
price 


Sellotape on TV 

Sellotape, handled by Gordon 
& Gotch Advertising Ltd., are to 
take six two-minute insertions in 
ABC's “Do It Yourself” adver- 
tising magazine 


Latest Brighton 
registrations 


The Advertising 
nounces the fol 


tions for the 


1 ssociatior 
ywing late 
Brighton 
which should be 
of Delegates 
ADVERTISER'S 


added [ 
being 


WEEKLY 


Adelpt 
Odhams (D 
ng Lid.) M. Pich 
uinness Son & Co. (Park Roya 
Room (Mayfair 
), Northumberla 


Shngsby 
i rine Gate 
happell lighty 
he Advertising Association ai 
} following address 
hose names appea 
Rapley 
egency 
» main ust 


Meadow $ re 
Meadmore 


Club's tribute 


The Women’s Advertising Clul- 
of Lor last week gave 
cockta y in honour of M 
Audrey Deans, who is retiring 
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IPR ANNUAL CONFERENCE REPORT 


ADVERTISER'S WEEKLY 


INTER-CITY LINK FOR SIR WALTER MONCKTON 


Misses week-end 
—yet speaks 


lo delegates 


Although Sir Walter Monckton. 
Minister of Labour and National 
Service, was unable to attend the 
sixth annual conference of the 
Institute of Public Relations at 
Bath over the week-end, his voice 
was one of the first heard at the 
irst session. 

Ihe threat of a rail strike had 
kept him in London, and yet at 

»5 a.m. on Saturday morning he 

200 delegates that public 
ns was of the greatest im 
n nce to him in his work 

He was speaking from his Lon 
lon office 106 miles away, and his 
was relayed to the Pump 


. , 
ine 


R nin Bath by a land line 
H place on the IPR platform 
taken at short notice by Si 


Archibald Gordon, from 1942 to 


54 labour attaché at our em 
n Washington. Sir Archi 
ld travelled overnight to the 


nference with Lex Hornsby, the 


IPR president 


[The conference had an inter 
national theme, and Sir Archibald 
spok of the great contribution 

itions could make to 


irds international harmony and 


We must lift our sights beyond 
ir own frontiers” he said. “The 
sponsibility for our country’s 


blic relations rests between the 


ernment and individuals and 
ndividual concerns, and a very 
t deal depends upon the 
ple actually in contact with 


¢ abroad 

“Public relations must aim at 
creating a favourable atmosphere 
in which people can give to the 
maximum and derive benefit to 
the maximum.” 

There were two ways, he said, 
hich to “sell” the country 

go abroad and do it or stay 
1d do it at home. Everyone whu 
nt abroad was an ambassador 


s country, while those who 
iyed at home and received the 
s rs had a wonderful chance 


good impression 


! creaung a § 
It was tremendously important 


‘Balance sheet 


sessions of 


Iwo well-attended 
he conference were “Presenting 
e Balance Sheet given by 
Sydney Wynne, director of public 
relations of the J. Arthur Rank 

Organisation Ltd. on Saturday 
fternoon,. and the stage presenta 
ym of “Selecting, Training and 
Stimulating a Sales Force” by 
members of the Lamson Paragon 
Supply Co., Ltd 

Relatively few 

idle to present what was an 


firms took the 


bviously such an important sub 
sct as their balance 
palatable way, said Mr 


sheet in a 
Wynne 


that people were kept informed 
and accurately informed 

At dinner on Friday evening 
the delegates were welcomed by 
Sam Black, chairman of the IPR 
council The numbers of dele 
gates at the IPR conference were 
ever-increasing, he said, and the 
present size and importance of the 
conference was a measure of the 
long way that the IPR had come 

After lunch on Sunday, Lex 
Hornsby closed the conference 
He paid tribute to the high stan 
dard of speakers they had heard 
and praised for their efforts to 
make the week-end the success it 
was: Sam Black and Roger Wim 
bush, programme director Allan 
B. Ashbourne and his deputy. 
Miss Vera Thorne, andthe 
IPR’s general secretary, Mervyn 
Thomas. 


The thanks of the overseas 
delegates—from 14 countries 
were expressed to the IPR by 


Odd Medboe (Norway) on behalf 


f the “new baby,” the Inter 
national Public Relations Asso 
ciation, and by Rein Vogels 
(Holland) 

Roger Wimbush warmly 


thanked the president for efforts 
for the IPR 


Mayor meets IPR 


The Mayor, Cr. W. H. Gallop 
and the Mayoress of Bath twice 
met the IPR delegates, at lunch 
on Saturday, when they were 
entertained by the Institute, and 
on Saturday evening, when they 
gave a reception at the 
Guildhall 


civic 


a major public 


‘l believe this to be a subject 
of vital importance in good 
management and in good cus 
tomer and staff relations—and a 
major task for public relations 
people,” he said 

What his organisation tried to 
do in the presentation of their 
balance sheet was to combine 
good sense and some public rela- 
tions skill in a field of activity 
where too often the importance 
of both was overlooked 

Final session of the 
conference was “Any Questions 
Any Answers,” in which delegates 


business 


Foreign delegates to the IPR conference, seen here with Lex Hornsby, 


Roger Wimbush and Sir 


Archibald Gordon 


Television is ‘one enormous 


PR operation’ 


Delegates had two opportuni 
ties to hear about commercial 
rv, first at a showing of TV 
Advertising Ltd films after 
dinner on Friday, and secondly 
from Norman Collins, deputy 


chairman of Associated Broad 
casting Co., Ltd., on Saturday 
morning 

Commercial TV, said Mr 


Collins—-much of whose speech 


In international PR— 


‘Forget your 
differences’ 
Both Sunday 


sions at the 
devoted to international public 
relations, when heard 
two speakers from overseas 

The first, Roger Grégoire, is 
director general of the European 
Productivity Agency, and he 
described the work of his two 
year-old concern in a speech on 
“Public Relations—the Key to 
International Co-operation 

In international work, he said, 
one had to get down to a man 
to-man exchange of views, to for 
get the country that was repre 
sented by and the background of 
the person one was mecting, and 
to forget his national! peculiari 
ties, 


@ Continued on page 296 


morning's ses 


conference were 


delegates 


relations task 


from the floor of the meeting, in 
addition to a panel of four ex 
perts, gave their views 

The par cl was Miss H M 
Newlands (PRO. National Federa- 


tion of Dyers ind Cleaners), 
Arthur Cain (Voice & Vision 
Ltd.) John (¢ Sutcliffe (PRO 
City of Westminster) and Roger 
Wimbush, chairman of _ the 


Institute 
(Ford Motor ¢ 
master was R 
tor of PR, Foote, ¢ 
Ltd.) 


programme committee 

Ltd.). Question 
Paget 4_ooke (dire 
one & Belding 


says Collins 


was “off the record”--was one 
enormous PR _ operation —‘“the 
dealing with matters that make 
contact with everyone in every 
single phase of life.” 

Television, he said, was the 
most important advance in com 
munications since the introduc. 
tion of printing. For this reason 
he did not agree with those who 
said that “one can have too much 
of TV Instead, he thought that 
one could have too little of it 

Two ways in which he thought 
the country might not get suffi 
cient commercial TV had earlier 
been dealt with by Mr. Collins 

It was time, he said, that some 
one protested about the compul- 
sory closed-down period between 
6 p.m. and 7 p.m. in the evening, 
for the “astounding” reason that 
it would assist parents to get their 
children off to bed 

Lack of transmission facilities 
was Mr. Collins’ second reason 
for some sections of the opula 
tion getting insufficient TV from 
ITA stations 

Vital areas 

“Unless the ITA is allocated all 
cight channels on Band III, such 
important afeas of Britain as the 
South and South-east coasts, cer- 
tain areas in the Midlands, the 
Scottish lowlands and central 
Wales will cither not receive the 
new service satisfactorily or not 
receive it at all,” he said 

At the present time the ITA 
has only two Band III channels 


At the Friday evening film 
show the delegates saw three 
types of commercials, The first 
group were experimental spots 


made by TV Advertising Ltd... 
and the second included a number 
of first-class American commer 
cials and some of Halas and 
Batchelor’s work, who are now 
under contract in this country to 
IV Advertising Ltd Thirdly, 
some ten minutes of a “Do-It- 
Yourself” advertising magazine 
were shown 

The films were introduced by 
Robert King, a producer with TV 
Advertising Lid 
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Control working smoothly, say Scots © vecnption, 


At a joint discussion between the 
Scottish branch of the Town 
Planning Inst. and leaders of 
the British advertising industry 
on the subject of the planning 
control of outdoor advertising. 
the conclusion reached was 
that the Scottish planning con- 
trol was working reasonably 
satisfactorily, and probably 
better than south of the 
Border. 

With an appreciation of the 
problems of the other side, it 
was believed that poster and 


£20,000 drive for 


Northern lreland 


Ihe Government of Northern 
Ireland ts to spend £20,000 within 
the next 12 months on an adver 
tising United King 
dom publicise to 
British manufacturers the ind 

facilities available in the Six 
ruNntices 

Announcing this, 
oran, North of 
of Commerce 


campaign in 


journals to 


Lord Glen 
Ireland Minister 
said that expend: 
ture on factories and sites would 
be £2,609,000 as compared wit! 
£1,108,370 last year 

It 1s understood that no age 
has yet been appointed for 
campaign, which may be 
through the Central Office 
Information 


230 


Masius & Fergusson clients 
spend [10.000 a day 


Shopkeepers who “swim with the tide, pushing advertised goods” 
have a better chance of shifting their goods than those who swim 
against the flood for an illusory wider profit, states J. G. Wynne- 
Williams, managing director of Masius & Fergusson Ltd. 
Addressing the National ing money to tell 
har | Trade conterence people about his goods 
at Scarborough recent ‘ The days were past. he said 
“Advertising and the Retailer slogan. a bright 
he said that what courage and a lot 
to a retailer was stock turn could put 
turnover Three prof goods by weight of 
each were usually 
than one of &d 

Wel idver 
| guaranteed in thems 
must be by a manutactu 
had to fait 
consumer, but they w 


millions of 
( nbe 
clever 
mattered most de little 


over 


manutacture of 
ods to-day Started 
c need disclosed by 
and an ability 
at an economica! 
on product research 


ised goods were 
esearch 


wh keep wit! 


ultimate ‘ 


ction “know-how 
8 
The agent's job 
his modern advertising 
se early 


fast 
who had to 


retailer by 


guar inteed sales f the 
manufacturer, 


faith with the 


Kecy 
spend Stages to 
his packaging 
present and 
irket his selling 
channels of distribu 
timing in launching 

The agent also 
sed and placed his 

based on a sound 

which came from 
wledge 


oduct 


billboard advertising could 
fulfil its functions in a com- 
munity and without injury to 
amenity. 

The meeting believed that local 
planning authorities were turn- 
ing their minds away from 
“purely negative control of Williams said that 
advertising” to some construc- nt in round figures 
tive thinking on the problem of ‘ on per annum on 
fitting this service into their lvertis about 20 clients 
plans. The outdoor advertis- t » Say about £60,000 
ing industry stressed their de- 0.000 per shopping 
sire to co-operate with the i | ipps that we 
local planning authorities. cent gross on 


tO Say 


y some 220 people 

Press panel b e-third of whom earn 
4 " ver We are 

field ot 
post 


A panel of press people. in 


from a nat 


adver- 
‘r and 
sion alone 
have spent 
1 £80,000 of 


personalit es 
weekly. a won 
trade and technical 
ss, as well as the BBC's 
d TV services. will be heard at our owr ney learning and pre 
first session of the Gas ¢ the first commercial 


yuncil'’s 


j 
ily i] 


igazine, the 


1 
OCai 


sales and con 


held in Ayr in 


ence. to be 


September 

R. S. Hinder. the Gas Councii's 
press and information officer, will 
member of the panel 
session, the title of which 
News 


ilso be a 


it this 


“w be Gas is Rank Organisa 
company 


screen advertising 


CLUB NEWS... 


. this week has been held 
owing to pressure of space. 


hiims 


and 


ADVERTIE 


Tuesday, May 10 


Y PURLICITY Ls 
Old Prestis 


ex 


Wednesday, May 


MANCHESTER PURLICITY ASSOCIATION 
; « + mee q Speaker Mics 
N. Jacob af¢ *yal, Manchester 
j ) mm 
12 W pr 


tre luncheo Williams on 


ING DIARY ompany plans to 
The Selfr s Stor enor 


nal and local filmlets 
ntroduced later The 
produce 18 
year. to be 
780 


editions of Tips a 
shown 
cinemas 
Rates per 1,000 
charged for the : 
follows: Tips (prizes are 100 dol 
lars), 7.50 dollars: one-minute 
films, 8.50 dollars; two-minute 
films, 13.50 dollars 
Hitherto, screen advertising 
exhibition costs have been based 
on an estimated attendance of 40 


ipproximately 


viewers to be 


service are as 


per cent of seating Capacity 


May 5, 1955 


SNOWDONIA 
NATIONAL PARK 


4 view of Snowd 


ana 


Bowater's big 


expansion 


Expansion of the 
group's UK Mersey M 
Thames Mills “the biggest 
undertaking to which the orgar 
sation, or perhaps any 
the paper industry 
its hand is 
Eric Bowater 

It includes 
making machines, the 
of new conversion factories 
groundwood and building-board 
mills, and a big increase in powe 
plant 

Throughout the fifteen months 
ended December 31. 1954, th 
corporation's total consolidated 

that period of 
ast vear £8.184,071 

a higher level, both 
nd pro rata, than those fo 


12 months 


Bowater 


other 

has ever set 
announced by S: 
four new paper 
founding 


Rank’s new company for screen 
advertising 


Arthur 


ned a new 


in Canada 


Rank Screen Advertis 
ing Services of Canada base then 
charges on 30 per cent 

President 
l W 
vice-president 
sometime 
Stereo- Techniques 
land John Belknap 
Canadian creative an 
dising expert has been 
a vice-president. Gerrar 
worth, managing 
J. Arthur Rank Screen 
Ltd s also a direc < 
compan Mr. Ralph ts w in 
Canada. where his headquarters 
are at 20 Carlton Street, Toronto 
Ontario 


handled 
Distr 


Distribution ts 
by J Arthur 
butors (Canada) 


being 
Rank Film 
Ltd 
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AP publish readership 


survey of “TV Mirror’ 


Sixty-four per cent of all households taking in “TV Mirror” pass 
their copy on to somebody else 

This is one of the facts revealed in People Who Read “TV Mirror. 

chure giving the findings of Research Services Ltd., in the first 
lependent readership survey sponsored by Amalgamated Press Ltd 


\ readership above average the chosen districts, in which 
t n earning and spending each newsagent was asked how 
ne peopie eng iged ina group many copies of JI Virror he 
\ offering special oppor took, and what happened to 
ties for the advertiser is also them This enabled Research 
« iled in the survey of the Services Ltd to distribute 
izine Sale of TV Mirror thetr eventual sample o! Officials of the British Transport Commission with guests, who attended an 
is climbed from 318,349 in the readers over the different districts exhibition of posters at Cranhourn @hambers recently, view a 1910 London 
d half of 1954 to more than n proportion to the actual sales General omnibus parked outside the building: ( o r.) Major General 
80,000 at present, it is claimed of TV Mirror, instead of in pro J. A. M. Bond, di or of London P Exch J H. Brebner 
\ W. Burnett. advertisement portion to population Names ub relation idviser, BI( Sir R a H. Wilson @ member of the 
ct t Amalgamated Press and addresses of readers in the ; "HH, 2 - _ a “f es . ‘ 7 oro ov Publicis, 
j xplains that the brochure eventual sample of S00 were L i R ' n rome ting ad re , Ou loor Publi ity Lid and 
was produced to meet advertisers chosen at random from those Plestu Pritchard. chairman end manasing director of Pritchard, Wood 
ests to know the kind of which the preliminary survey had & Partr Lt 
ple whom the publication is made available 


ching The brochure is produced on Ane fit RECORD AD 
A new sampling technique was art paper lustrated with photo reus pro its ' - 
i by Research Services Ltc graphs, sketches and coloured Group profits of Argus Press REVENUE 

id of the “cross-section of charts The questionnaire used Ltd. for the vear to December 31 4 4 

lies , 


F population approach” they by Research Services Ltd. is also 154. after taxation were £105,099 - . 
led to take what might be given Copies of the brochure is compared with £63,814) I OR BTC 
i la “cross-section of copies are being distributed to leading Recommended final dividend is 
j Voirreor r ) vor ‘ sca riisere n xe > but al ne “nt le m » 79 P 
Tv M and find out what idver ise and agenc es. u 214 per ce les jax. ik ng During 1954 the gross receipts 
pened to each copy Some of additional copies can be obtained per cen _less ix for the ve (as earned by the British Transport 
the findings are from Mr. Burnett against 264 per cent 


( mission's commercial adver 
rvice reached the record 

; f £3,100,000." said J. H 
Brebner, public relations adviser 
t { Commission when he 
pened an cxhibition of posters 
t have been exhibited on BTC 
ients of Outdoor Pub 

Lid. during the past ten 


@ 80 per cent of all copies of 
TV Mirror sold go to people 
who buy it regularly and 
whose names and addresses 

ould therefore be obtained 

rom the newsagents 

@70 per cent of TV Mirror 
households are in the A, B. 


or ( grades of income 
igainst a comparable figure I} thibition, held at Cran 
of on 50 per cent in the ( hambers Leicester 
population as a whole S n Tuesday of last week 
@ 90 per cent of the adults and va tended by over 150 chents 
80 per cent of the children nd advertising agents 
read it in the houses it Mr. Brebner said that they 
reaches ¢ ! offer more than | million 
A table which tells that 30 per d claimed that no other 
t ! these households have ition could give such a 
eir own car, 99 per cent thei " coverage He said that 
wn wireless set, 95 per cent their Outdo Publicity Ltd. and the 
vn TV set. and 78 per cent their BIC had pioneered in the field 
wn vacuum cleaner ts quoted by or lience research 
AP n support of its cla m that ae ee ae ee ne aa ee ‘ ten ot Wattles Ihe exhibition was staged im 
iV Mirror households con Pbiine ne with Bf. Boushay. the mananer of the orece enartmes ” co-operation with Outdoor Pub 
more luxur and labour of the problems of preparing art work for gravure reproductio | Ltd whose managing 
nz equipment than average director bk Nelson told the 


In TV Mirror homes the inves , ts th 


ators discovered that the “gues Agency men visit gravure plant sisi th poster on display 


i fine indication of how a 


adership one people = wh The Advertising Agency Pro An exchange of views took contractor and an agency can 
me Ww its de the household to duction Association arranged ar place work together 
i the family’s copy—added over ing visit to Watford for its Harris Kamlish (Odhams Press Mr. Nelson claimed that trans 
irly 10 per cent to the total members on Tuesdas of last advertisement director) and portation advertising lends itself 
nber of readers week Representatives of w severa ol f staff including to many and various uses He 
Passed again agencies went over the Odhams advertisement managers ot ps nted out that Outdoor Pub 
(Watford) Ltd plant ind met Odham s photogravure maga Ltd.'s transport advertising 
Of 100 households taking the photogravure experts from the zines, were present turnover had trebled since 194‘ 
magazine, 48 passed their copy firm in a discussion at the Towr = , * 
aden, tans ‘Developments in railway posters 
to institutions. Of the 48 which G. B. Ives, works manager. at - 
went on to another household. Odhams (Watford), presided over Exciting developments in not only new buildings and much 
eight went to vet another. and 12 the informal! “brains trust With railwa poster f cit were new equipment, but also a pro 
nstitutions him to explain gravure processes forecast t Sir Reginald Wilson ess Of physical stocktaking and 
, In terms of individual readers and answer questions were H a member of the British Trans- tidying-uj Ihe display and 
; Research Services Ltd. showed Boughay (process manager). R port Commission, and chairman arr angement of posters at stations 
that this meant, including guest Cook (planning department over of the Eastern Area Board, wher would be given serious attention 
readership, a minimum of 5.6 _ seer), P. Drew (colour retouching opening a railway poster art exn The status of poster advertis 
readers of all types per copy, or overseer), H Baxter (mone bition at Lincoln ing 18 bound to be enhanced and 
d 46 adult readers The main chrome retouching overseer) and He said that the modernisatior its value to the railways, and t 
surve tself was preceded by a A. Gurney (assistant process plan on which the Commission the public, should be increased 
census of all the newsagents in manager) had now embarked would involve rdingly he said 
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An Independent Survey 
into the Readership 
of TV MIRROR 


, 
+ 


3 ill : 


Wnrat kind of people read TV Mirror?... What are their 
ages, their incomes, and their standards of living? 


To find the answer to these, and many other questions of 
interest to advertisers The Amalgamated Press commissioned 
Research Services Limited to conduct a survey into the reader- 
ship of TV Mirror. Their findings have now been published 
in a booklet which is being circulated to advertisers and 
advertising agents. 


If you have not had your copy, please write for one. 


4id WEEKLY + PAGE RATE £150 


Present Sales over 380,000 


A. W. Burnett - Advertisement Director - The Amalgamated Press Limited - The Fleetway House - London EC4 - Centra! 8080 
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New committee 


at Y&R 


A. O. Buckingham, managing 
r of Young & Rubicam Lid 


nnounced the formation of a 


executive committee in the 

reNncy This comn ¢ has been 

to nsu n continuance 

se co-ordination between all 

d ents. It w deal with com 

pany policy, planning and strategy 

with special emphasis on client ser 

vic $s well aS Serving 4S a Cicaring 
house for all suggesuons 

Chairman of the new commitice 

s Ward S. Hagan, director of the 

gency $s account xeculive depart 

ment, who has be with Young & 

Rubic for the past cight years 

nd has been a director of the 

agency since 1952 


* * 

E. P. L. Pelly, chairman of the 
Film Producers Guild, has an 
nounced that he has relinquished the 
oint managing directorship of the 
a position which he has pre 
viously shared with A. T. Burtinson. 
K. Lockhart Smith, a director of 
the Guild since 1951, becomes joint 


aging director 


Mr. Lockhart Smith joined the 
Fi Producers Guild in 1946, and 
f r of ISMA, the Institute 
of Dir ud the Executives 
Association and honorary adviser 
py int nm ters le he Associa 
{ i d Fil Producers 

* * 

Arthur C. Nielsen, head of A. ¢ 
Neilsen Co. Ltd.. the international 
narketing researc rganisalion Ss 

w paying an extended v to 
Great Britain and the Continent 

to assist in the development 


Nic sen 


His book 


index services 
Taevision Audience 


evision 


earch for Great Britain. was 
ently published 
om . * 
Following th death of Ernest 
Misani at the end of last year 


managing director 


j. A. Mevzzetti, 
) Gooderham & Young 


Misani 


Ward S. Hagan 


K. Lockhart Smith. 


Lid. has announced the appoint- 
ment of two new directors. They 
are Colin G. W. Carter, a market 
ing specialist, who was formerly 
advertising manager of Creators 
Ltd. of Addlestone and E. R. 
Howard Ltd.. Ipswich, and Arthw 
E. Thistle who has many years of 
experience 4s account Cxeculive On 


the agency side of the business. 
ot ed Misami, Gooderham 
& Young Ltd. at the beginning of 
the year 
* * . 


he National Magazine Co., Ltd., 
has appointed R. C. E. Cory to be 


joint advertisement manager with 
Miss Lillian Briscoe of Vanity Fair 
In the curr year 16 issues of 
Vanity Fair are planned and a 


number of new associated Vanity 

Fair publications are being prepared 

for publication next year Mr 

Cory joined the Nationa] Magazine 

Company in July, 1954, as senior 

advertisement representative of She. 
* * * 


Patrick J. Henry has been ap 
pointed sales director of Associated 
Broadcasting Co., Lid. He will join 
them on Monday and will replace 
Frank Lamping, managing director 
of Davenport & Meyer (Pty.) Ltd, 
Johannesburg, who has been tem 
porarily filling the post while on a 


visit from South Africa. Mr. Lamp 
ting will return to South Africa 19 
June as he had originally arranged 

Since 1952. Mr. Henry has been 
at Odhams Press as advertisement 
manager of Woman. which he 
joined on leaving the Hulton Press. 
where he was general manager of 
Eagle and Girl. Earlher in his 
career Mr. Henry had experience of 
the agency business with Lintas 
Lid.. the J. Walter Thompson Co.. 
Lid.. and S. H. Benson Ltd 


Appointed to ABC Ltd.'s com 
mercial staff as account executives 
under Mr. Henry are J. A. Jelly, a 
senior representative on the staff of 
Woman for the past two and a half 
years, previously working with 
Hulton Press Lid. and the J. Arthur 
Rank Organisation. and T. C. 
Odhams, since 1953 an 
executive at Dorlands 


account 


P. J. Henry 


T. C. Odhams c 


ADVERTISER'S WEEKLY 


t the annual dinner dance of the St 


Pancras Chamber of Commerce, ai 

the Café Monico, are (1. to r.): B. Joel, chairman, Kemp's group of publish- 

ing companies; Mrs. Jones; Mrs. Joel; R. P. Green, a Kemp's director; 

H. F. Overy, managing director, Willings Press Service Lid. (at back); 

Mrs. Green; Mrs. Sarrenger (af back); Mrs. Overy; D. F. H. Jones, 

managing director, Kemp's group; and C. Sarrenger, sales director, Kemp's 
Printing & Publishing Co 


Monty Bailey-Watson, of Ross ment manager, and in addition 
Radio & Television Productions supervises the Glasgow office 
leaves by TWA from London Alr- A. CC. Hawkins, advertisement 


port on Saturday for a five weeks 
business trip to America for dis 


manager of liffe & Sons Ltd., whose 
work im recent years has been 
cussions with TV film and radio mainly connected with the Autocar, 
executives has been made responsible for the 
* * * o activities of all journals 
Brian Begg is to join Associated within the company A_ further 
Rediffusion Ltd. as press officer ippoumtment is that of J. G. Billing 
He has been with the BBC as TV 1s advertisement manager of the 
publicity officer. Miss Sally Suther Autocar He was previously 
land wil! for the time being be southern advertisement manager 


door 


responsible for programme and These changes have been brought 
photographic publicity about by the recent death of Iliffe 
> “ e advertisement director A. F. 
Jonquet. 
Henry Bettsworth has joined the a * me 
adverusement staff of Municipal 


A. S. Mendelssohn, for many 


Engtnecring 
gineering years advertising manager of Daniel 


Alex Wright has gone 


Journal 


> A cipal 
to the ae v= re Neals, is to take up a similar ap 
L. F. Comey has resigned h pointment with Robinson & Cleaver 
° . ‘ Ne TESIBNCE mis Ret . oO . Ne 
directorship at C. P. Wakefield Lid , ining Daniel Neal's, Mr 


Mendelssohn was in the advertising 
department of John Barker's. 
* * * 
George Goodrich, account execu 


and has joined Colman, Prentis & 
Varley Ltd. as marketing executive 
. * * 


Sir William Robieson, editor of tive with McCann-Erickson Adver 
the Glasgow Herald for 18 years using Ltd., who left recently for a 
reured last Friday He received visit to the United States, will dis 
gifts from the directors and staff cuss advertising plans with some of 
of the publishers, George Outram the agency's fnternational clients. 


& Co td * * * 
* * * The freedom of Merthyr Tydfil 
H. N. Priaulx has been appointed his home town—has been con- 


general manager of the advertise ferred on Viscount Kemsley. 
mem departments of Iliffe & Sons . * * 
Lid.. and the Louis Cassier Co. Lid _The Hon. pate Janet Inskip and 
publishers of 18 of th irnals Frederick RK. . MeGaire, the 
of the Associated Iliffe Press editor, have been clected to the 
C. R. Calder becomes Midland board of the Bristol Evening Post 
advertisement manager. W. Thomp- Ltd 
son continues as northern advertis . * * 
Charies H. Butler has been 


appoimed advertising manager to 
Ss ae of compames controlled 


by Garfield Weston. These include 
Allied Bakeries, Lid. the Aerated 
Bread Company Lid.. the Weston 


Biscuit Companies, Weston'’s Cake 
Mix, and the Ryvita Company Ltd 
Mr Butler 


was previously an 
account executive with Colman 
Prenus and Varley Lid 


More News 


pa 
Obituary 


F. Maurice 
rick Maurice, sales 


rf ee Foods Co 
H. Butler last Friday 


about People on 
296. 


Fred director 


Lid., died 


ABC. Figures 
Jan. to June 1954 
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Che Daily Telegraph 


The quality paper with 
over 


a million sale 


MARCH. 1955 
1.061.472 COPIES DAILY 


AN INCREASE OF 


7021, 


OVER MARCH, 1954 
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On this day the Advertising Association opens its 22nd annual 
conference. To mark the occasion ‘Advertiser's Weekly’ presents 
a series of outstanding articles dealing with the future of the 
industry and precedes them with a special outline of some of 
the significant happenings and developments of the past. 


your information, and also for your entertainment, here is 


For 


Advertising—a light-hearted 


historical review 


‘VER since Dr 


4 +}, 


Johnson proclaimed 
at “Promise, large promise, is the 
soul of advertisement”—and indeed long 
before—advertising has been a notable 
idject for discussion. Men have argued 
it it, analysed it, praised it, jeered 
been frightened of it, lied about it, 
and sometimes even told the truth about 
It has provided the subject for text- 
oks, histones, novels, plays, films, 
oadcasts, and even doctorate theses 
The retrospective glance at our pro- 
fession that has been taken in the 
following pages is nothing like so 
mportant or useful 1 have merely 
sought to spotlight some of the more 
eresting developments, events, and 
people that have emerged during its pro- 
gress from its uninhibited and flamboyant 
beginnings to its present responsibility 
and (comparative) respectability. To do 
this I have badgered a number of busy 
advertising executives for their remini- 
scences and shamelessly plundered the 
official literature of associations and other 
bodies. The result is something that 
suffers from big omissions, little con- 
tinuity and much disproportion, but I 
have learned one or two things that 
interested or amused me and I hope may 
do as much for you 


THE WINE AND THE BUSH 


Where to begin? But for lack of 
documentary evidence one could pre- 
sumably go back to prehistory Un- 
doubtedly publicity in the form of 
spoken announcements of events and by 
means of trade signs over booths and 
stalls must have been widely used in the 
city-states of antiquity and in the Middle 
Ages. For example: the hanging of a 
bunch of ivy (as perhaps sacred to 
Bacchus) over a wine-shop-—hence the 


saying, with which no good advertising 
man would agree, “ Good wine needs no 
bush.” The stage has always been quick 
to publicise itself. William Smith, who 
was himself an acting manager of the 
New Adelphi, in his delightful and profit 
able book, Advertise—How? When? 
Where ?, published in 1863, tells us (on 
what authority I know not) that playbills 
were first issued in writing in 1268 at the 
performance of the Muracle plays at 
Chester But it was not till much 
later, with the beginnings of the press, 
modern industry and commodity produc 
tion, that “advertisement with ats 
“promise, large promise and the 
“puffing” that was to be so gloriously 
guyed by Sheridan, began to show their 
paces 

Here is a specimen of the sort of cop) 
writing which Dr. Johnson may well have 
had in mind; i is from the Weekly 
Packet of December 28, 1718 


“At Mr. Perry's, a perfumer, the 
corner of Burleigh-street, near Exeter 
Exchange, in the Strand, is sold an oil 
drawn from mustard-seed (chiefly) and 
other vegetables. It is pectoral, stoma- 
chick, nephretick; provokes an 
appetite: it heals all impostumes, is 
good against shortness of breath, opens 
obstructions of the lungs, cures coughs 
and asthmas, takes away stitches in the 
breast. It is good in all cold dis- 
tempers of the nerves; cases pains in 
the gout. Externally used, it helps cold 
swellings, clears the skin from freckles, 
and restores the complexion after the 
small-pox.” 


What would the Advertising Associa- 
tion's Advertisement Investigation De- 
partment have made of that! 


By CONTACT 


One cannot help wondering how many 
impressive figures in our literature may 
have done “ puffing” and copywriting 
“on the side Charles Lamb certainly 
did. He copy for the lottery 
advertisements of his friend (and forme: 
schoolmate at Christ's Hospital), James 
White—founder in 1800 of R. F. White 
& Son, Litd., whose claim to be the oldest 
agency in the world has never been 
seriously contested 


MINERAL TEETH AND GUMS 


William Smith's book referred to above 
is a mine of good things. Even before 
the text Starts there is an advertisement 
for “Gabriel's self-adhesive patent Indes 

ictible Mineral Teeth and Flexible 
Gums, Without Palates, Springs, or Wires, 
and without Operation, One Set lasts a 
lifetume, and warranted for Mastication 
or Articulation, even I 


wrote 


when all others 
fail. Purest Materials only, at half the 
usual cost.” 

After all that, the claim that Gabriel's 
Royal Toothpowder is prepared from 
“a Recipe used by Her 
occasions little surprise 

Nor is it surprising that advertisements 
were soon providing the comic papers 
with a rich field. Under the appalling 
punning heading “Grosser and grosse: 
sll,” Punch recorded that “A Bordeaux 
paper gives credit to a grocer in that 
delightful city for his ingenuity in letting 
the public know that he sells both black 
and green tea. He has a large “T’ on 
each shutter, one letter painted green, the 
other black. Pooh! This is nothing to 
the ingenuity of an English tea dealer in 
the City, who, to let the world know that 
he sells the tea called Gunpowder, blows 
up his wife all day long.” 


@ Continued on page 237 
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Pleasure 
for the 


40%, of all regular cinema goers read the 


Daily Mirror. No other national daily can 
claim more than 33°, of Britain’s cinema 
goers among its readers. It is well known 
that the majority of cinema goers belong 
to the younger generation and this is 
additional proof, therefore, that the Daily 
Mirror appeals particularly to the genera- 
tion with the longest buying years ahead 


of it. 


With the biggest daily net sale on earth (it 
exceeds 4,750,000), the Daily Mirror has 
the lowest square inch per thousand rate 


of all national dailies. The Daily Mirror 


is the world’s greatest mass market medium. Pe : . 
4 higvest dails 


sale on earth 
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Historical Review 


‘Reader, if you bring 


out a NOVE] ty —cowinaes 


Smith was a_ psychologist: 
“The more you can get persons 
to talk of any novelty, the greater 
will be the demand for it. 
Reader, if ever you should think 
of bringing out a novelty, tell the 
same to as many friends as you 
can privately, and they will tell 
their friends confidentially (for 
the honour and confidence you 
have bestowed upon them), and 
the whole affair will be widely 

— 
‘ hos :. 


STANDS FIRST AND 
FOREMOST IN LONDON 
AND PROVINCES — 


PRINCIPAL BRANCHES 


circulated before the compositor 
has time to set up the type of the 
forthcoming announcement.” 

That newspapers were passed 
from hand to hand much more 
than now, is suggested by the 
very high readership figures 
with which Smith credits them. 
In 1863 he was able to write 
“The circulation of the Daily 
Telegraph is 110,000 every morn 
ing. Each paper is perused, on 
the average, by 10 persons, so 
that the advertisements meet the 
eve of 1,100.000 readers It 
would puzzle Babbage himself to 
count what fractional part of the 
cost of each advertisement would 
be if it were divided amongst the 
number stated The number of 
advertisements in The Times for 
one year were over 572,000. . 
Above 350 persons are employed 
in the office of this marvellous 
paper, exclusive of their foreign 
and provincial correspondents, 
and reporters for Parliament 
The amount of paper used daily 
is close upon ten tons.” 


Milton’s 
protest 


EANWHILE, things had 
been happening on the 
newspaper front. As far back 
as 1836 had occurred an event 
of first importance—the found- 
ing of the Newspaper Society. 
The Society's centenary retro- 
spect recalls the grievances that 
led to its formation. 
Governments, even the most 
liberal, have tended to chafe at 
times under the lash of free 
criticism through the medium of 
newspapers able to keep their 
independence by means of ad- 
vertisements. It was true that the 
government no longer sought to 
control the press by means of 
“licensing” as in Stuart days. 
This censorship had _ inspired 
Milton in the Areopagitica, for 
the Liberty of Unlicensed Print- 
ing, to some of the finest prose 
in the Enghsh language: “And 
though all the winds of doctrine 
were let loose to play upon the 
earth, so Truth be in the field, 
we do injuriously by licensing 
and prohibiting, to misdoubt her 
strength. Let her and Falsehood 


grapple ; who ever knew Truth 
put to the worse, in a free and 
open encounter ?” 

But if “licensing” had gone, 
there were many other vexatious 
restrictions, to make life difficult 
for the people who wished to 
publish newspapers. A stamp 
duty of Id. per sheet (per copy 
of four pages when folded) was 
imposed in 1712, and grew 
steadily until it reached 34d. a 
sheet in 1804, and 4d. in 1815. 
Advertising was also a target for 
victimisation. A tax of ls. per 
advertisement published, im- 
posed as far back as 1701, had 
reached its maximum sum of 
3s. 6d. by 1833. By 1836 it had 
been reduced to Is. 6d.—which 
did not produce much less 
revenue because of the great 
increase in the number of adver- 
tisements ; and there was also an 
excise duty on paper 


FAVOURITE FORUM 


All this provided food for dis- 
content, and it was fully venti- 
lated by the provincial news 
paper proprietors, when they 
visited London, both in the 
Offices of the few advertising 
agents of those days—and also 
in the coffee houses. A favourite 
forum for discussion was the 
offices of R. F. White & Son, and 
it was that agency’s manager, J 
Buller, who actually took the 
initiative. Eighteen proprietors 
attended the first meeting at 33 
Fleet Street on April 25, 1836. 
And at a further meeting in May 
the Society was formed, with 
J. M. Gutch (of Felix Farley's 
Bristol Journal) as the first presi- 
dent. The offices were at White's, 
the subscription was £1 a year, 
and “all political and religious 
distinctions” were excluded. The 

@ Continued on page 238 
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Themselves 
when young 


graph of “himself as a boy.” 
In due course the photo- 
graphs were reproduced on a 
gravure sheet. 

“The child is father to the 
man.” But which man? They 
include some of the best 
known people in advertising 
to-day. See whether you can 
identify them. Answers on 
page 282. No prizes offered. 


[8 


and Norman Moore. 


With very many thanks 


the preparation of this record I received valuable 

suggestions and reminiscences from Hubert Oughton 
Andrew Milne was responsible for 
the indispensable account of the International Advertising 
Convention of 1924. The amusing portraits in the 
“Themselves When Young” feature were resuscitated and 
organised by Wm. W. J. Studd. 

Others who have helped with the supply of official 
literature, illustrations, anecdotes, and comments include 
(in alphabetical order): Drummond Armstrong, E. W. 
Barney, A. W. Baxter, A. H. Boxer, H. J. Bradshaw, 
W. E. Chappell, T. F. Clarke, Eric Field, Leonard Hill, 
Evangeline Hooper, Claude Lintott, H. H. Mallatratt, 
J. D. Mitchell, Arthur Newton, J. L. Palmer, Zoe M. 
Stephens, and Alan Whitworth. 

To them, and to all others who have assisted me in 
various ways, I tender my thanks. 
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Pe 237 ee 
T® pictures of hopeful 
youngsters, on this and 
ensuing pages, have come, not 
as you might imagine from 
Scotland Yard or MIS, but 
from the yet more secret 
archives of the Solus Club. 
This is how they origi- 
nated. As chairman of a 
meeting in January, 1948, 
? William W. J. Studd had the 
R bright idea of asking cach 
S member to supply a photo- 
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Historical Review 


Agencies bid for 
free publicity 


number of members in_ the 
Society in 1837 was 23, getting 
on for ‘SOO firms are now 
members 
Government restrictions were 
pot the only thing worrying the 
members at that time. Agencies 
were secking as much free pub- 
licity as they could get, and offer- 
advertisements at ridiculous 
es ‘Advertising agencies 
steadily declined in the estimation 
of newspaper proprietors, and 


many and loud were the com 
plaints in the old volumes of the 
Circular This was first pub 
lished by the Society in 1840 to 
convey useful information to 
members. Fifteen years later the 
stamp duty was abolished 

Since those days the Newspaper 
Society has done magnificent 
work in helping to improve the 
standing and integrity of press 
advertisements (in association 
with other advertising bodies), to 
reform the law of libel, to modify 
restrictive legislation over a wide 
field, and in many other ways 


The paper 
hangers 


BRANCH of advertising 

with a long and flourishing 
history is billposting—it was 
certainly going strong by 1800 
In his brochure, How it came 
about, outlining the history of 
the British Poster Advertising 
Association, Cyril Sheldon 


SOUTH EASTERN 


| GAZETTE 


CHATHAM 


OBSERVER 


says the beginnings of bill- 

posting in this country are 

shrouded in mystery. The busi- 

ness of Alexander Scott claims 

to have been established in 

1741. The Alexander Scott of 

the eighteenth century did not 

call himself a “billposter” but 

a “paper hanger.” An illustra- 

tion of a hoarding in Trafalgar 

Square in 1844 bears at the top 

the inscription “Scott's Ex- 

ternal Paper Hanging Station.” 

A sandwich board in_ the 

picture says “Paper Hanging 
td. Yard.” 

CHAMPION OF ALL 

There were several generations 

f Al Scott The one in 

called himself the 

Billposter of England, 

title he was widely 

> before me a poster 

when, “stimulated 

promote the diffu- 

wiedge among the 

Metropolis,” he 

f as a candidate in 

th the Elementary 


modest final para 


ll deem met 

my profess nl 

FIRST WATER 
that however 
perfe rmances 
me, | have well 
nours so many 
vears hestowed on me by the 
British public—see opinions 
Nevertheless | am desirous of 
hee ur Representative 
who engage me may 
2 that I shall be 
very mappy to STICK UP FOR 
THEM! !' / am Gentlemen 
Your hediently, Alex. Scott 
Cham n Bill Poster, London 
Bright Dublin 

@ Continued on page 24! 
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Advice to the Chancellor 


a | Read Office: MAIDSTONE 5588 ‘Londen: 60, FLEET ST. Central 7 


This Benson advertisement of 1896 was captioned: “A suggestion to 

the Chancellor of the Exchequer for defraying the expenses of the 

Navy. and at the same time making some use of our obsolete 
ironclads.” 
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“It’s the Echo advertising 
that keeps J 
soods moving” win 


says this North Last chemist 


“I'm always pleased to stock a good line 
that's going to be advertised in the Echo. 
Indeed, I'll go further and say that I'm not 
particularly interested unless it’s going to be 


advertised in the Echo.” 


There's no gainsaying the fact that the 
Echo sells goods. And why not? It appears 
on the breakfast table of 107,553 homes every ; ve 
morning. And it’s read, not just glanced at. 

People want to know what's going on in their You can't afford to ignore facts; alert retailers 
own town and county and they're interested | who are glad to co-operate with you and 107,553 
in the advertisements, too. Any retailer can families with money to spend and a genuine 


confirm this from his own experience. interest in the Echo advertisements 
You're missing much if you miss. 
¢ Slorthern Geho 


MEMBERS OF THE A.B.C. é PRIESTGATE, DARLINGTON 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Your most effective 
Retailer support to every 
National 
Campaign 
selling textiles 
to the public. 
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Bill posting 
£100 stake 


Edinburgh, United States, St 
Petersburg” (of all places!) 
Paris and Berlin. 
Scott's claim to be champion 
poster did not go unanswered 
In 1866 the Sporting Life pub- 
hed a challenge from one 
Joseph Blackburn, of Dewsbury, 
f ng a stake of £100 in a bill- 
sting race; and two theatrical 
posters in Birmingham wanted 
to post against Scott and Black- 
burn, either as a pair or singly 
Which led the Brighton Observer 
to comment: “What the point 
excellence is, deponent sayeth 
not, neither does the challenge 
But whether it consists in rapidity 
Sticking or the neatness of 
ging, or both, or neither, the 
remains the same—that bill 
ting is a sporting profession, 
ch has its champion, as well 
as the prize ring.” 
The outcome of this challenge 
t reported. Alas! much of 
gusto has gone out of ad- 
vertising in our decadent days 
It is unlikely that at the forth- 
ng British Poster Advertis- 
ng Association Conference, some 
of our leading outdoor advertis- 
ing men, each armed with a pot 
f paste, will have a “paper 
hanging™ race round the town! 


King of 
the stunt 


0 pergpte advertising, as 
we understand it to-day, 
did not exist in the latter half 
of the 19th century, and it is 
therefore even less surprising 
than it is to-day that there 
appeared individuals who, 
though not “advertising men” 
primarily, nevertheless had an 
istonishing flair of publicity 


To-day, | suppose, one im- 
ediately thinks ol men like 
Lord Mackintosh or Sir Miles 
Thomas In the "70s and “80s 
the man whose name, like his 
products, was n everybody's 


uth was Tommy Lipton. If he 
were alive to-day he would un 
joubted!y have walked off with 
the Mackintosh Medal and the 
Publicity Club of London Cup, 
though his methods would have 
had to be toned down quite a 
bit. He was the supreme master 
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Historical Review proprietors and the poster 


people, it was the man who 
paid the piper but was dis 


200 dairyms b ) 
= da vymaids usy, and so 08 satisfied with the tune (i-e., the 
fen the steamer carrying it “ 
race or docked, hundreds of people were dvertiser) who felt the need 
waiting on the quay and the (tO get together with his fellows 
streets were lined with cheering The condition of advertising 
crowds as the cheese was borne which led to this is well 
by traction engine to the store in described by Alan Whitworth 
Sc High Street All director of the Incorporated 
of the stunt. Some of them are ‘rough December people Society of British Advertisers 
recounted in Alec Waugh’s lively crowded outside the shop to see in the brochure issued when the 
and entertaining book The the vast cheese, which they had ° “s 7 aoe wae 


Lipton Story, published in 1949  Christened Jumbo Society reached its golden 
to commemorate the centenary jubilee in 1950 
of Lipton’s birth Advertising in those days was 


Most famous of all his gestures A t truly a mystery. Even those who 
was to import, display, and sell mys ery lived by it knew littl of it 
for the Christmas of 1881 the Psycho-analysis had not then 
largest cheese ever made. He hs fathomed the motives and reac 
ordered it from America. Every I! is imteresting to observe tions of all kinds of individuals 
detail about it was publicised the order in which our Marketing and media researches 
the 800 cows that had given their present-day organisations were unknown. The newspapers 
entire milk of six days, keeping appeared. After the newspaper @ Continued on page 243 


‘District 14’ returns in triumph from USA 
. ; r £ 


va _—. ag By a 4 ‘ 


yrs of the British delegation of advertisine mer representing District 14° on hoard the C wunar 


der “Mauretania,” returning from Atlantic Cit having secured the acceptance of London as the 
City for the 1924 Convention of the Associated Clubs of the World, June, 1923. Well remembered 
faces will be seen in the grout On the ieft, in white shoe is George Scott (’'Glaseow Herald’) 
next to him Sir James Hill (Bradford Telegraph’). then, in white trousers, Thomas MacDougall, who 


/ 


appeared at most functions in the States in his Ailt and made a wonderful show for Scotland. He 
also drove the special train from New York to Philadelphia Then comes Mrs. MacDougall and 
the Captain of the “Mauretania Next to the lady holding her hat (note the fashionable attire) are 


Philip Emanuel, John Cheshire (Lever Br ) president of The Thirty Club and leader of the 
delegation; then James Wright Brown, owner f “Editor and Publisher.” of America. and (with the 
paper under his arm) Herbert ( Ridout of Columbia Graphophone Company Behind Mr 
and Mrs. MacDoueall can be recoenised Harold Vernon, who was second-in-Command of the deleva 
tion and subsequently president of the London Convention at Wembley Immediately behind Mr. 
Vernon can faintly he seen Frank Derr of the Cunard Line, who made all the arrangements for 
the vovage to the left of Mr. Derr with the Charlie Chaplin moustache, is Robert Thornherrs 
now over 80 and retired to Lancing, Susses The four people in the background d.tor) are DH 
Poppe r (Poppe r & Sons, Ltd.), Bob Bruce (Aberdeen Free Press at that time), Percy Bradshaw 


hangine on to the ventilator, on the other side of which is “Dolly” Rossiter (Rego Clothiers). Behind 

the Captain is Fred Johnston (then on the “Liverpool Post’), and behind Philip Emanuel is Andrew Milne 

the Convention secretary. Also in the picture can be seen P. G. A. Smith, of The Anglo-American 
Oil Co.—behind Fred Johnstor: 


Advertising and 
selling problems 
in Switzerland ? 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 


Genera] information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 

Foreign Department, 


15, Roe Centrale, Leosenne 
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Your link with a 
$1,600,000,000 


market 


The Southam Newspaper group of 7 dailies reach more than 
one thousand, six-hundred million dollars in retail sales. 
These 7 Southam Newspapers reach and influence 1,500,000, 
readers daily with the added impact of local interest. 
THE VANCOUVER PROVINCE is a strong link in the Southam 
chain but even with its coverage of a prosperous 
market every day, you need all 7 Southam Newspapers to 
get your share of the nearly 2 thousand million dollar retail 
init deiheninn eeneiiin market the Southam papers reach and affect. 
THE HAMILTON SPECTATOR 


For particulars, please write our U.K. representative: 
THE WINNIPEG TRIBUNE - p ” = 
THE EDMONTON JOURNAL F. A. SMYTH, 34-40 LUDGATE HILL, LONDON, E.c. 4 
A 37a 
THE MEDECINE HAT NEWS TELEPHONE: CITY 2784 
THE CALGARY HERALD 


He will be pleased to send you a free copy of important brochures whether 
THE VANCOUVER PROVINCE you sell now in Canada, or contemplate doing so 


you get ACTION when you advertise in 


SOUTHAM NEWSPAPERS 
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Historical Review 


‘Circulations guarded 
like state secrets’ 


and periodicals guarded their 
circulations like secrets of state. 
Only the publishers knew what 
they were. The rates for adver- 
tising in the same periodical were 
not consistent. There was po 
way of finding out whether an 
advertisement appeared in 5,000 
or 50,000 copies. 


“There were many other things 
wrong with advertising. Much 
of it was crude, meretricious, 
vulgar, dishonest. A compara- 
tively mew and _ undisciplined 
business, it attracted too many 
of the wrong kind of people. 
Parasites and tricksters gravi- 
tated to it, assuming it an easy 
way of getting rich quickly. 
Serious young men sought their 
careers elsewhere. . . . Its oppo- 
nents were ready to pounce. 
There was talk of legislation to 
‘regulate’ advertising.” 


SEVEN STALWARTS 


Seven men—Fred A. Oetz- 
mann, W. E. Catesby, John 
Neve Masters, Deane Bennett, 
W. B. Warren, John Wylde, and 
James A. Frolich, manufacturers 
and merchants, felt that some- 
thing should be done. “One of 
the things that exercised them 
most was the unhelpful attitude 
of the sellers of advertising. The 
newspapers and periodicals 
declined to discuss their circula- 
tions. The advertising agents 
were unfriendly, if not definitely 
hostile. In those days many of 
them, including some of the 
biggest, held the sole agency for 
the sale of advertisement space in 
one or more well-known publica- 
tions, and since, in any event, 
they depended almost exclusively 
on the commissions they earned 
on the space they bought or sold 
they naturally sided with those 
who paid them.” 

In 1891 the seven pioneers 
went quietly to work—work 
which resulted nine years later, 
in the formation of the Adver- 
tisers’ Protection Society, Ltd., 
precursor to the Incorporated 
Society of British Advertisers. 
“Without knowing it, they started 
something that has since become 
a world movement and still goes 
on. For the organisation they 
founded in December, 1900, now 
has its counterpart in Australia. 
Belgiuin, Canada, Cuba, Den 
mark, France, Holland, Italy. 
New Zealand, Norway, Sweden. 
and the United States of 
America.” 


LIBEL ACTION 


How much in the dark the ad- 
vertiser was about newspaper 
circulations was shown by a libel 
action that arose when Lord 
Northcliffe (then proprietor of 
the Observer) sued the Society in 
1908 for estimating in its 
Monthly Circular that the 
Observer's net sale was 5,000. 
During the hearing before Mr 
Justice Darling and a Special 
Jury in 1910, J. M. Blanch, then 
advertisement manager of the 
Observer, said that the average 
circulation had been 92,000 for 
some time and the net sales about 
77,000. 
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zaz Daily Mail zag 


This Benson ad- 
vertisement on the 
front page of the 
“Daily Mail” in 
April, 1914, is one 
a eos finest 
examples of the 
use of white 
in the 


space 
history of 


advertising 


Nevertheless, Mr 
Darling said: “Damage was 
alleged by plaintiffs The 
statement may have been malici- 
ously published by the defen- 
dants, but if it has done no 
damage, why, then, the whole 
basis of your action is gone, 
therefore, there is no issue in 
favour of the plaintiffs which 
gives them a right to claim judg- 
ment. I must therefore give 
judgment for defendants.” 


Higham’s 
view 


HE Society had established 

its case; and when it came 
of age and staged a National 
Advertising Conference at the 
now non-existent Cecil Hotel, it 
was an agent, the great Charles 
Higham, who proclaimed that as 
the advertisers made the main- 
tenance of papers possible they 
had the right to as much infor- 
mation about the position of the 
papers and the value of their 
space as possible, and also what 
kind of services they were getting 
from their agents 

From this it was a logical step 
to the Society's greatest contri- 
bution to British advertising— 
the establishment in October 
1931, in collaboration with a few 
of the leading newspapers and 
advertising agencies, of the Audit 
Bureau of Circulations. 

With the first world war, 
Government advertising came 
into its own. 

In the autumn of 1913 Col 
Secley the then Minister of War 
consulted Hedley Le Bas about 
the steadily dropping figures of 
recruits Le Bas, who after 
leaving the Army as a rough- 
riding corporal had built up a 


Justice 


large business for the Caxton 
Publishing Co. mainly by press 
advertising, recommended the use 
of displayed advertising Col 
Seeley agreed and the work was 
carried out by Le Bas's Caxton 
Advertising Agency under the 
management of Eric Field (now 
joint governing director of 
Erwoods, Ltd.). 

Ihe upshot was 
January, 1914, the 
nationals carried whole pages 
headed “What the Army Offers 
You” full of copy and ending 
with a coupon offering a free 
booklet, written by the agency 

When the war was onLe Bas was 
called in to help with the second 
War Loan which had opened 
very unsuccessfully. He enlisted 
the help of Thomas Russell and 
Charles F. Higham as copy 
writers. In three days the first of 
10 consecutive whole pages 
appeared. All were accepted at 
trade rates and the saving to the 
Government in the 10 days 
was nearly £40,000. The loan 
proved to be an outstanding suc 
cess and the same arrangements 
persisted till the end of the war. 
With some modifications they 
also applied to the introduction 
of Exchequer Bonds and War 
Savings Certificates 


THE FIRST KNIGHT 

It was for this work that Le 
Bas became the first man to 
receive a knighthood for purely 
advertising efforts 

After the war the drive towards 
an organised advertising move- 
ment gathered pace. Two bodies 
that moved consciously towards 
this end were the Thirty Club and 
the Publicity Club of London, 
which worked together largely 
through Charles Higham and 
William Crawford 

The Publicity Club of London 

@ Continued on page 245 
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House “/ House 


Distribution 


a nation-wide advertising medium of growing importance 


House-to-House distribution of samples, circulars, coupons 
or catalogues is a medium on its own — and one that is 
growing in importance. More and more advertisers are 
coming to realize that distribution can give a telling per- 
sonal touch to a sales campaign. It can place the product 
in the hands of the householder, or drop an attractive, 
persuasive leaflet into the letterbox. It can cover selected 
areas at chosen times, or every town in the country simul- 
taneously. Whichever way this flexible system is used, it 
is cheap, quick and effective. 


We are proud of our list of regular clients. They are among 
the biggest advertisers in this country and they have found 
house-to-house distribution a thoroughly reliable and 
successful medium. Their trust in our organization is our 
finest testimonial. If any other is needed, we think it is 
best provided by proof of the time and trouble we have 
spent in making our distribution service almost 100°, 
effective. 


Supervision of field staff is, we believe, the basis of our 
efficiency. Our distributors work in teams made up of four 
women resident in the area they operate in, and one full- 
time supervisor. Over every ten teams there is an inspector; 
over him a chief inspector. As a final check, our own 
research staff make regular inspections. 


Up-to-date maps ensure that distribution is accurately 
planned and that teams can go to work quickly and 
effectively. Our maps cover every town in the country. 
Information about new housing estates, etc., is sent to us 
by our team workers and enables us to keep our maps 
up-to-date in every detail. Copies of maps are sent to 
clients, team supervisors and inspectors. 


Costs of house-to-house distribution are remarkably low, 
averaging in bulk, £40 per 11,000 distribution. This is 
considerably cheaper than postal charges on the same 
number of samples or circulars. 


System of distribution varies from client to client. It is 
possible to exclude certain income groups; to deliver to 
houses with garages, television or gardens; to carry out 
nation-wide distribution or concentrate on a single area at 
a time. Distribution averages 11,000 per week per team 
but varies slightly according to system and locality. 


The following are actual examples of distributions 
carried out by us during 1954 and will give a good idea of 
how flexible the system is: 


A large detergent sample was distributed to every house- 
holder in every town throughout the country over a period 
of four weeks. The total weight handled was about 
2,000 tons. It involved over 2,000 field staff and nearly 
500 vehicles. Over a million personal calls were made, the 
balance being straight distribution. Total number distrib- 
uted in four weeks was more than 10,000,000. 


A breakfast cereal in the form of two large samples banded 
together was distributed to all households in towns, area 
by area, in conjunction with a sales drive in each area. 


A large multiple store organization distributed a Christmas 
catalogue to nearly 1,000,000 householders in selected areas 
in the vicinity of each branch. 


An oil company specified selected distribution of samples 
to householders with garages. 


A food product sample, running into several millions, was 
distributed to all householders except those in Class E. 


We regularly handle distribution for such large advertisers 
as Lever Brothers Ltd., Hudson & Knight Ltd., D. & W. 
Gibbs Ltd., Pepsodent (Sales) Ltd., The Shredded Wheat 
Co., Ltd., Cadbury’s Ltd., Westminster Laboratories Ltd., 
E. C. De Witt & Co., Ltd., Standard Brands Ltd., The 
Nestlé Co., Ltd., Symbol Biscuits Ltd., C. & A. Modes 
Ltd., Great Universal Stores Ltd., and many others. 


If you are interested in house-to-house distribution, write for our 
comprehensive booklet. 


Circular Distributors Limited 


GLEN ISLAND, MAIDENHEAD, BERKSHIRE 


PHONE MAIDENHEAD 1120 
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How the 
convention 


had been formed in 1913, meeting 
n Anderton's Hotel in Fleet 
reet, and later in the Hotel 
In 1915 a number of other 
came into being in various 
s of the country, but few sur- 

ved the first world war 


Turning 
point 


] [ was the Thirty Club that 
in 1920 staged the third Ad- 
vertising Exhibition (two 
earlier ones had been held in 
412 and 1913). The 1920 ex- 
hibition and the accompanying 
conference yet further empha- 
sised the need for an advertis 
ing movement and a central 
associauion 
ut the real turning point was 
great International Conven 
Wembley in 1924, for it 
directly to the formation of 
Advertising Association. To 
ribe how this came about ] 
cannot do better than quote the 
actual words of Andrew Milne, 
who was the convention secre- 
ary. 
“In the first vear of the estab 
lishment of the Publicity Club of 
mon the Club sent a banner 
the Club badge made of silk 
a Silver tablet on the stick, 
e Baltimore (USA) Advertis 
ing Convention, and so far as J 
know, that was the first club link 
with any kind of convention 
itside this country. In the fol- 
(1914) they sent 
nother banner of a similar type 
Toronto, Canada; this was 
taken over by Sir Charles 
Higham—then ‘Mr.’ of course 


THIRTY CLUB’S LEAD 


“After the war, the Associated 
Advertising Clubs of America in- 
terested one or clubs 

this side, including the Pub 
Club of London, but in the 
n it was the Thirty Club of 
London that was the senior re- 
presentative of British advertis- 
n the region of 1919. (Both 
vese clubs paid a nominal sub- 
ption.) 

“As a result of the member 
ship of these London clubs, the 
Advertising Clubs of America 
changed its title to Associated 
Advertising Clubs of the World 
and the British and Continenta! 
clubs were dubbed Distr ct 14 ot 
the World Association. This tit 
District 14 mi e familiar 
many people id a lot of them 
may wonder wi t means 

“Somewhere the region 
1922 the Thirty Club of London 
conceived the idea of trying 


wing year 


two over 


Historical Review 


international 


happened 


induce the Associated Advertis- 
ing Clubs of the World, whose 
manager at that time was a Carl 
Hunt—he was later succeeded by 
Earl Pearson—to hold one of 
their advertising conventions in 
London, the idea being to tie up 
one of the American annual con 
ventions with the famous exhi 
bition at Wembley, London, in 
1924 

“The securing of a convention 
in America by a town was a tre 
mendous job because most towns 
compete one with the other to 
endeavour to get the convention 
held in their city ; great competi 
tion 1s started up as to who can 
collect the most money and give 
the best entertainment. So much 
so that in davs the Asso 
ciated Clubs of the World used 
to send an investigator along t 
the town to themselves 
that such town was in a position 
to run a good convention 


THE FUN STARTS 

“The same happened with the 
Thirty Club of London. When 
they formally applied for the 
convention in London and ex 
tended an invitation for the Asso 
ciated Clubs of the World to visit 
London, a couple of representa- 
tives were sent over New 
York to see what our background 
was. The idea of getting the con 
vention in London was extremely 
well received in America, and the 
Thirty Club was invited to send 
out a delegation to the 1923 con- 
vention at Atlantic City im order 
to make every effort to swing the 
vote to London as the next meet 
ing place, namely 1924 

“Here, of corse, is where the 
fun started. It was at this point 
that I took over the convention 
secretary job, working very 
closely indeed with Harold Ver- 
non who was then hon. secretary 


those 


Satisty 


trom 


4 cartoon from Lipt ns Golden Jubilee brochure 
hought for the 


s name painted on pigs 


of the Thirty Club, with John 
Cheshire as _ president These 
two men practically handled the 
whole thing and certainly took a 
magnificent lead in giving time 
energy and money towards 
getting the convention to London 

“So, of course, did quite a few 
other people, such as Jack Aker- 
man, Murray Alison, Horace 
Imber George Scott, Sydnev 
Walton, T. B. Lawrence, Bill 
Crawford, Bernard Smith, and 
many others 

“The next step was to organise 
a delegation to go to Atlantic 
City and finally 115 of us 
boarded the Berengaria and 
arrived in New York-—-and what 
a great show that was! 


ONE FOR MUM 
“Later we went to Washington 
and were all personally received 
by President Harding and 
allowed to roam about the White 
House at our will An amusing 
incident here One 
our young members, just for fun 
sat down at a writing desk and 
using the White House note 
paper, wrote to his mother, say 
ing he was there and much enjoy 
ing himself. His mother acknow 
ledged the letter by replying to 
the White House It eventually 
arrived to the individual 
cerned 
“Later, off we all went to At 
lantic City for the three day con 
vention, and here again the re 
ception given to us as Britishers 
was terrific 
“Here then first ex 
perience of most of us of an ad 
vertising convention, and from 
that point onwards we seem to 
have been  convention-minded 
ever since-and a good 
thing, too 
Alter a | ft and 
secretive talk, eventually the op 
position that desired the 
convention for the following year 
agreed to give way n order to 
give London an open field 
“When we arrived back here 
London next job was to 
about orgar ng the conven 
1S Was going to 


were 


occurred 


con 


was the 


very 
lobbying 


town 
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ECHOES from OLYMPIA 


Sir William Crawford, as seen by 

Sallon, at the Advertising and 

Marketing Exhibition at Olympia, 
1933 


be a tough job because in this 
yuuntry. we had no history of 
precedent or understanding at all 
how these functions were 
ganised and planned—but I 
suppose that was part of my job 
to find out as much as we could 
By this time, Harold Vernon 
was the president of the Thirty 
Club and he took the control 
and lead in organising and plan 
ning for the next 14 or 15 months 
turally as the organising 
tary, | worked very close to 
and most of the others, and 
had a series of different kinds 
committees We were very 
n the support we got from 
friends; Lord Northcliffe, 
example, gave us, I think, 
$000, and in all we collected 
nething over £48,000. My 
collection is that we were able 
to return a certain amount to the 
guarantors, 


BIRTH OF AA 


“Finally the convention (that 
s what we called them in those 
days; they are conferences now) 
was opened by the then Prince 
of Wales (now Duke of Windsor), 
and a very magnificent affair it 
was Although this, strictly 
speaking, was an American con 
vention being held in London, we 
termed it ‘International, because 
quite a few people came over 
from the Continent, particularly 

fairly big delegation from 


Paris 
When the convention was all 
over, led by people like Harold 
Vernon Lord Burnham, Bill 
rawford, and others, it was felt 
rable not to let the organisa 
on which we then had fall away 
iit to put it into some concrete 
form-——and that is how the Ad 
vertising Association was born 
The first British Advertising 
Convention was held the follow 
ing year, 1925, at Harrogate 
with 700 or 800 advertis 
ing men and women as guests of 
the Leeds and Bradford Publi 
city Clubs. The Rt. Hon. CLA 
McCurdy made a magnificent 
speech; he subsequently became 
president of the Association. 
@ Continued on page 282 
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Future of Advertising—The Creative Team 


The progress of the past is a 


pointer to the future 


N the “Quiz” session at the 

Advertising Association Con- 
ference at Bournemouth in May. 
1954, a question was “Would you 
encourage your son to enter 
advertising as a career ?” 

One of the panel said: “Yes, 
because of all modern profes- 
sions and businesses it has one 
of the greatest potentials for 
development.” 

In which directions can we 
anticipate these developments to 
take place ? 

Compared with other profes- 
sions—or businesses—advertising 
is comparatively young. While 
it is 330 years ago since one of 
the earliest advertisements 
appeared in an English news- 
paper, advertising as a profes- 
sional technical science did not 
really begin to develop till the 
beginning of the 1914-18 war. 

Here again a session in the 
Advertising Association Confer- 
ence—this time at Eastbourne in 
May, 1953—proved illuminating 
Various speakers of appropriate 
“vintage” analysed the develop- 
ment in the decades 1920-30, 
1930-40, 1940-50. 


VITALLY INTERESTING 


To any students of the progress 
made over these eras, the facts 
then given were vitally interest- 
ing; in fact the development is 
well expressed by ADVERTISER'S 
WeekLy heading of its report on 
this session—“From the ‘top hat’ 
days to the age of the planners.” 

Within a period of 30 years 
advertising had grown from a 
“commission transaction” cover- 
ing some £30 million into a 
technical profession with an ex- 
penditure in 1950 of nearly £150 
million or 1.4 per cent of the 
national income. For 1953 this 
expenditure is estimated at £230 
million, or 1.65 per cent of the 
national income. 

What caused this sensational 
expansion ? 

Fundamentally, it was the com- 
mon sense and business integrity 
of the men—and later, the 
women—engaged in it, who 
realised the need for a code of 
ethics which would put their busi- 
ness on a professional basis. 

And, secondly, it was the 
gradual understanding that ad- 
vertising had an economic 
responsibility and its efficiency 


By Col. GEORGE WARDEN, 


managing director, Armstrong-Warden Ltd. 


“... our industry’s development in the years to come (I pro- 
phesy) will be in the following main directions: 1. The creation 
of public confidence in advertising ; 2, the development of 
marketing as part of the advertising practitioner's responsi- 
bility ; 3, a greater realisation of the value of research and 
how it should be used, and an extension of its technique.” 


could be vitally assisted by 
combining “the creative” with 
“the factual.” Thus the develop- 
ment of improved typography. 
copywriting and layout, marched 
hand-in-hand with _ statistical 
research, and thus mathematics 
joined “flair” in creating 
“planned marketing.” 


PRESENTING THE FACT 


The object of advertising is 
to put a true fact before the 
largest number of suitable people 
in the most attractive way. 

Since 1920 we have gone a long 
way to achieve this object : 

@ We have devised a code of 
standards by which we can mea- 
sure the word “true.” 

@ We have created an Audit 
Bureau of Circulations and tech- 
niques of Readership Surveys 
through which we can gauge the 
kind of people, and how many 
of them, that we can reach at 
most economical cost. 

@ We have called to our aid 
much that is best in writing and 
art to make our work attractive. 

The progress of the past is a 


pointer to the future. How will 
this young science—soon per 
haps to be recognised as a pro- 
fession—make further progress ? 
In what directions will the 
advertising agency, market re- 
search, the creative team, print- 
ing and blockmaking, packaging 
and last, but by no means least, 
education in advertising, develop 
in the next generation and carry 
on the torch handed to them by 
their pioneer predecessors ? 
Specialists in these fields will, 
in the articles which follow this, 
develop this thesis. I must not 
encroach upon their spheres, 
but there are a few angles which 
apply to all these developments 
to which, I think, attention should 
be drawn in this introduction. 
In America, the home of 
planned advertising, there origi- 
nated the formation of Consumer 
Councils—organisations formed 
by consumers to defend them- 
selves against inaccurate and 
misleading advertising. This de- 
velopment has recently spread to 
England. And, furthermore, in 
England—only a short while ago 


3+ 4008 


Expenditure on advertising 


This graph indicates how the expenditure on advertising has risen 
from something less than £100 million in 1938 to some £230 million 
(1.65 per cent of the national income) in 1953. 


—there was passed the Merchan- 
dise Marks Act, an Act which 
made it illegal to describe any 
goods offered for sale in a 
manner which might be construed 
as being misleading to the con- 
sumer. 

These two facts lead to an 
inevitable conclusion, namely, 
that both in America and in 
this country, marketing and ad- 


vertising—the offering of goods 
to the public—have in their en- 
thusiasm overstepped the line 


between honest-to-goodness truth 
and the urge to sell by using 
near-truths or even actual lies. 
It is a sober thought and needs 
sober reflection. 

If we face this issue squarely, 
then any development in adver- 
tising must primarily be along a 
road which will clear advertising 
and marketing from all imputa- 
tions of dishonesty and intentions 
to mislead. 


CHANGED SHAPE 
Then there is another general 


development which deserves 
special analysis. 

The progress in techniques 
during the last 30 years has 
radically changed the shape of 
what was once an occupation 
limited to the translation of 


thoughts into words and pictures 

As science entered the field of 
organised advertising to substitute 
“hunches” and “gifts of under- 
standing the mass mind,” so came 
a widening of the scope duc to 
the new knowledge given to its 
practitioners. And with this de- 
velopment arrived the realisation 
that advertising as our forefathers 
understood it was only one link 
in the chain reaching from the 
factory to the consumer. 

The name of the chain is 
distribution and the part of it 
which calls for special imagina 
tion and creative ability § is 
marketing Advertising, of 
course, forms a most important 
part of marketing—but only a 
part. 

Marketing is the point where 
distribution meets the  con- 
sumer, where success requires an 
understanding of consumer re- 
action—an appreciation of how 
the mass mind will react to 
invitation or suggestion 

Thus the future of our 
ness has to be considered 


busi- 
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@ Continued on page 248 
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‘3 i w t Future of Advertising—The Creative Team 
ett e r I ‘Is the time ripe for a 

Research Foundation?’ 


far wider concept than that information obtained available 


that available to our predecessors to my competitor?” 
, All the links in the distribu- Yet it is a fact that research 
a tion chain which require has now reached a sufficiently 
statistical analysis or visual scientific standard of technique 
expression now fall among the and accuracy, that two researches 
responsibilities of the advertising into the same market scientifi- 
practitioner, and in their develop- cally conducted by different or 
ment lies the future of our ganisations will produce to all 
business intents and purposes the same re 
Apart from the _ technical sults 
developments in mechanical So much for product research 
production—which will form the Secondly, there arises the ques 
a] & Ditor j not subject of a special article—the tion of readership research This 
meee ee other facets of visual expression is undertaken fundamentally by 
ee . will presumably continue to a medium or group of media to 
‘tive a blow-up can mirror ti spirit of our time,” provide for the purchasers of 
the asthetic, commercial and their space (I include film, radio 
f n the forn I cultural outlook of the people and later, television) an analysis 
sparency illuminated Using the word in its proper of the people reached by number 
i 4 sense advertising is “vulgar age, sex, class, etc. It 1s, in fact 
behind. Autotype perta or used by the a piece of propaganda for the 
arr et C people—and, to be medium concerned Human 
AK INE 4 successfu t must reflect the nature being what it is. any such 
both in black-and cultura! level of its era research originated and published 
: Ee by the medium itself is assumed 
and in full natural SCIENTIFIC CATEGORY to be biased and therefore under 
a Sa . p , 4 a 7 et Suspicion 
r; eitner n ph But th Stat stical ge The IPA, through their research 
plat r, for required by the operation of the committee, have done much to 
p+ distribut chain fall into the 
—— meet this situation, but is not the 
‘ y special scientific ra cT than psycho t - . anaunt 
2S» } , . bh ; ime now ripe to create a 
logica category, namely re- Research Foundatio : 
ial er ted betw sscarch. and t is there that cn oundation, or some 
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ymant and fruitful sphere of 
dormant anc _— American colleagues ? 
development 


nhould see what we , . 
1 yuch 
% Finally, [| want to touc CLEARING HOUSE NEEDED 
these for upon two aspects of our future 
on development in this field of Research is of vital interest to 
ition stands, show research which I consider so every business interest involved 
ea oe ™} fundamental that they must be in the distribution chain. Why 
: sc ais Nae a ncluded in a general summary, 0t, therefore, inaugurate a cen 
‘ts are legion from such as this, even though they ‘ral organisation financed by all 
, : may trespass on the ground of the interests concerned to act as 
ss +4 na + . . . . ‘ P s 1 
t neese, the more detailed contribution an unbiased producer and clear 
aft to factory on research which will follow ing house research informa 
al 2 ry tion on marketing media, etc.? 
. P If developments in advertising ft ure yaadlny 
rs, type matte: . ° The cost of the field work and 
. and marketing follow _ their 
+ lin = money wil be publication of such researches 
nery, grapns, P nee - * t marketing would be the liability of the 
i ee wasted } fhe . interested parties, but the tech 
itd Grawings aniG research than in any other cate- | : h . 
pence | will explain nical approach, supervision, and 
y-pDictures. gory : ; . ' assessment would be the respon 
Firstly, every month, perhaps ibility of the centre and thus 
every week even, the research de- bear the imprint of an academic 
partment of one of our larger foyndation which would be 
agencies or an Pongo 3 trusted by users 
ail + } » tied e: rganisation, embarks 
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most of t e rea y goo the results are naturally his iarise my own prophesy of our 

private and confidential property industry's development in the 
enlargements are made b Since this information is of years to come by saying that it 

g y vital importance to all the chief wil} be in the following main 
operators in the market, the com- directions ‘ 
petitors of this client are often 
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- A < fidence in advertising 
information through other re > Thed , 
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Consequently two--and very ‘'"& 4S part of advertising 
. . ‘ P frequently more similar re armrepna . on Dility 
4sk for price list and illustrated searches are being undertaken 3. A gfeater realisation of the 
folder “Are you interested in giants?"’ and money is being spent need- Value of research and how it 
lesslv and wastefully Quite un should be used, and an extension 
o derstandably each advertiser of its techniques 
ee THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD cays =f am paying for this re- And now I hand over to the 
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Why the importance of advertising 


agencies is likely to increase 


UNDAMENTALLY I be- 
lieve that the importance 
and influence of advertising 
agencies will grow enormously 
during the coming years. Il 
believe that this will be due 
principally to six factors 
Marketing ; merchandising ; 
research; television; public 
relations ; and a higher grade 
of staff. 
I would 
one in turn 


like to discuss each 


Planning for 
the market 


Month by month the consumer 
market becomes more competi- 
tive. As an increasing number 
of new and improved products 
are offered to the public their 
success or failure depends more 
and more on the marketing 
strategy adopted 

A sound marketing plan is 
rarely produced by hunch or 
guesswork. It is produced from 
one source alone-—-experience. It 
is produced from previous trials 
and errors; from the lessons of 
earlier successes and failures 


SUCCESS AND FAILURE 


Now, who has the most suc 
cesses and failures? The experi 
ence of even the largest manufac 
turer is limited to comparatively 
few. But an advertising agency, 
dealing continuously with a wide 
variety of products must inevit- 


bly have had many successes 
and many—though, we trust. 
increasingly fewer—failures. 


So an advertising agency's ex- 
perience of (and therefore its 
ability to produce) sound and 
successful marketing plans may 
well be greater than that of any 
one of its clients 

As the years go by, I think 
clients will appreciate this and 
will then more frequently take 
their agency into their complete 
confidence. The agency will act 
as an important section of any 
manufacturer's marketing and 
sales ofganisation, and eventually 
no agency of any repute will 
work for a client who does not 
allow it to make its full contri- 
bution 

As this integration of agency 
and client increases, so the 


aN 
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ever higher grade of staff (will be demanded)—a 


highsr ‘intelligence, a higher standard of basic education, and 
a more intensive specialised training . . . advertising itself will 
need to be more selective.” 


stability of the agency business 
will increase. A manufacturer 
will no more change his agency 
over a drink or a whim than he 
would change one of his senior 
executives. For the same reason 
“speculative” copy and layouts 
will be recognised for the non- 
sense they are and will finally 
disappear completely. 

In short, advertising agencies 
will attain a new and greatly 
enhanced status in their relation- 
ship with manufacturers. They 
will be partners in the best sense 
of the word 


Merchandising 
techniques 


As the competitive pace gets 
hotter, so the normal methods of 
distribution and advertising will 
prove inadequate. Originality in 
merchandising techniques will 
then take on a greater signifi- 
cance. One has only to look at 
America to-day, with a free 
economy such as we are rapidly 
approaching, to see how large a 
part merchandising ideas play in 
selling products not only to con- 
sumers, but to wholesalers and 
retailers 

And who will 
knowledge of 
ideas? The advertising agency 
It will have on its files the re- 
sults of the merchandising tech- 
niques used by the sum total of 
its clients over a period of years; 
not for open disclosure to its 
other clients, but on which to 
base its advice and recommenda- 
tions——just as a doctor bases his 
advice on his past experience of 
other patients in a similar state 
~f health 

So in the area of merchandis 
ing an agency will have much to 
contribute to an _ enlightened 
client, 


have the most 
merchandising 


Advance in research 


During the next 
research will 
and 
more 


few 
probably 
improve its 

than 


years 
advance 
own efficiency 
any other single 


factor in the marketing 
advertising picture 

There is a growing dissatisfac 
tion with some aspects of the 
direct questionnaire, not because 
of any dishonesty on the part of 
the researchers or the public, but 
because of the limitations 
inherent in the technique itself 

We all know of enough things 
we do each day, without really 
knowing why we do them, to 
appreciate how difficult it must 
be for any other member of the 
public to give a really accurate 
answer to some of the questions 
we ask them They do thew 
best, poor souls, but in many 
cases they just don't know the 
answer—so, only too anxious to 
please, they guess 

“Why do you buy so and so?” 
“Do you prefer it blue or pink?” 
“Why do you?” “When did you 
last buy one?” “Where did you 


and 


buy #7?” “Why?” “Come along 
now, jog that old memory of 
yours I realise you forgot to 


put the cat out last night and 
forgot to put sugar in your hus 
band’s tea this morning. I realise 
that you just can't understand 
why you hate Tuesdays That 
doesn't matter Answer my 
questions—and answer them 
accurately.” 


QUESTION OF DEPTH 


It's all right, 
not trying to 


researchers. I'm 
undermine your 
contribution. I know how tre- 
mendously important it is, and I 
wouldn't be without it; but you 
know too (and are usually the 
first to proclaim) that it doesn't 
go as deep as you would like 
And it is deeper that we must, 
and shall, go Deep into the 
(don't sneer) subconscious. The 
techniques are well advanced, 
though still imperfect But we 


shall get there It is called 
motivation research 

Unhappily, this sincere effort 
to obtain the real truth from 


research has been picked up and 
exploited by far too many 
charlatans and is surrounded by 
such jargon as “projective tech 


niques,” “attitude studies.” and 
even “thematic apperception 
tests.” But a great many valu 
able results have already been 


obtained from it, and I person 
ally have no doubt that it wil! 
eventually make a most va.uable 
contribution to our knowledge of 
how and why people react to our 


clients’ products and of what we 


can most effectively say and 

illustrate in our advertising 
Who has done most of this 

work already? Who will con- 


tinue to develop and perfect it? 
Who, apart from a few special- 
ised research organisations, can 
make wt economical to maintain 
expert staff by spreading their 
work and cost over a number 
of clients? The advertising 
agency 


Television medium 


So far, by making no mention 
of the creative work of the ad 
vertising agency, | may have 
given the impression that | think 
this of secondary importance 
This is most certainly not so 

One can do all the marketing 
plans and research in the world, 
but without a first-class creative 
campaign the sales effort will 
fail. All the developments | 
have mentioned will contribute 
as much to the improved effec 
tiveness of our creative work as 
to anything else But in this 
article | am dealing primarily 
with development, and | do not 
personally anticipate, during the 
next few years, any revolutionary 
development in the techniques of 
our creative work for existing 
advertising media. 

But when we consider our new 
medium it is a differemt story. 
There is no doubt whatever that 
television can be the most 
effective advertising medium that 
has ever existed. I think there is 
too much proof of this statement 
in America for it to be even 
questioned. 


MANY DIFFERENCES 


1 say can be, because whether 
it will be in England, I don't 
know. I, personally. think it will 
be, but there will be so many 
differences between commercial 
television in England and any 
where else in the world that it 
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‘Television may well become the 


primary medium for some’ 


would be foolish for anyone to 
he adamant about it. 

However, on the assumption 
that it merely approaches its suc- 


cess in America, I think we can 
be confident that we shall soon 
have available to us an adver- 


tising tool of enormous power. 
If it approaches the power it 
has in America, then it will 
change the face of the advertising 
very considerably. It will 
mean the addition of 
television personnel. Its 
influence will be felt throughout 
the whole agenc Copywriters 
will become skilled in writing for 


agency 
not 
a few 


merely 


speech which will inevitably in 
crease the conviction of the 
printed copy. Artists will become 
skilled in visualising for move- 
ment which may well broaden the 
scope of their creative work in 
other media. It will produce new 
problems for media planners, new 
problems f media research 
Executives will have a whole new 


a of advertising to study and 


Television may well become the 
primary medium for some adver- 
tisers within a comparatively 
short time, and any agency that 


does not keep in the forefront of 
television development may well 
find itself excluded from the con- 
siderations of many clients—and, 
let's face it, may even lose some 
of the clients it has. 


So here is a new challenge for 
the advertising agencies that will 
either stimulate or destroy them 
From the evidence to date, I have 
no doubt whatever that the vast 
majority will be more than equal 
to the challenge 


Public Relations 


I have, personally, been dis- 
appointed in the progress of 
public relations in this country 
since the war—or anyway in the 
appreciation of its worth by 
commerce 


Looking to America again one 
finds not only fully staffed public 
relations departments in most of 
the major agencies, but, in addi- 
tion, mammoth independent 
organisations dealing exclusively 
with this work 


In England these independent 
Organisations have not grown to 
anything like the same extent 
Public relations has just not 


“caught on™ to anything like the 
same extent over here and it 
looks as though it will be some 
years before it does. Until that 
time the development period will 
have to be financed while the 
staff gain experience and public 
relations itself gains appreciation 
and a wider acceptance 

There is every indication that 
this finance and training (at least 
for commercial PR) is being car- 
ried out primarily by the adver- 
tising agencies. So, as I am con 
vinced that public relations does 
ave a great future in this 
country, I think we shall find that 
the majority of this work will 
end up in the agencies rather 
than in specialised public rela- 
tions firms. 

Thus, here is an area in which 
agencies will be increasing their 
influence and the comprehensive 


service they can offer to their 
clients, 
Quality of staff 
All this development will 


demand an ever higher grade of 
staff—a higher intelligence, a 


higher standard of basic educa- 
tion, and a more intensive special- 


May §, 


ised training. 

The increased variety of interest 
of the work and the enhanced 
standing of the advertising 
agency will automatically attract 
a better type of recruit, but adver- 
tising itself-will need to be more 
selective 

This points to a more rigorous 


testing of applicants, a much 
more regularised training pro- 
gramme and a more rigid en- 


forcement of qualifying examina 
tions I believe it will not be 
long before the Institute exams 
will be just as important to many 
of an agency's staff as the quali- 
fying ¢xXams are to an architect, 
solicitor or accountant. Promo- 
tion will be virtually impossible 
until a man “qualifies.” 


NO OTHER DIRECTION 


You may not agree with all 
this—in fact you may not agree 
with any of it. But I believe 
because I cannot see any other 


direction in which the advertising 
agency business can go. It can't 
stand still. I'm sure it won't go 
back. So it can only go forward 

and the developments I have 
tried to outline in this article are 
the ones, I believe, 


that will pus! 

it on its way the fastest 
What gives me the most diffi 
culty is to envisage what sort of 


man the managing director of an 
agency will have to be. He will 
have to cover so many specialised 
fields that it looks as though he 


will have to be some sort of 
superman. With luck, by then, I 
shall have retired 
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70 CAROLINE STREET BIRMINGHAM 3 Tel. CENtral 1941 
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When planning your campaign, keep National Solus Sites in mind. Every 
town of importance in England and Wales has National Solus Sites, standing 
alone in commanding positions on busy streets. A poster on a National Solus 


Site is permanently in the public eye, doing a better selling job at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


5660 STRAND «© LONDON <- W.C.2 * TELEPHONE: TRAFALGAR 4922-3-4 
DIRECTORS. T. A. ALLAM (Managing Director S E. CARTER PW. FELTON RH. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTO. 
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N.B. Robert Sharp and Partners 


ROBERT SHARP'S is much the most up-and-coming Agency of ideas. All thinking of tomorrow. 
the ‘fifties, in our vain opinion. If you think that old advertising ways are beginning to work 

This is because we have much the most up-and-coming a little less well, you should come to see us at once. We put 
people. All with experience of big agencies. All with lively uninhibited new life into everything we do. It brings results. 


ROBERT SHARP AND PARTNERS LIMITED, 3 Wyndham Place, London, W.1. Tel: AMBassador 147 1-2-3-4 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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The creative team is moving into 


TIVHIRTY-or-so years ago an 

advertisement in currency 
for a hair restorer consisted 
chiefly of two heads, simply 
drawn. Under the left head 
was the caption “My hair was 
long and thin until I used 
Xxxxx.” Under the other 
drawing was the caption, 
“Since using XXxxx my hair 
has become thick and curly.” 
Rising from the top of the first 
head was a long, thin straight 
line; rising from the same posi- 
tion on the other head was a 
thick and curly line. 

It was, I was told at 
the time, a highly successful 
advertisement. Wittily drawn, 
that advertisement of more than 
a generation ago could be suc- 
cessful to-day; so it is rather 
foolhardy of me to discuss the 
next thirty years’ developments 
on the creative side of adver- 
tising 

Having made this disclaimer, 
I will now try and do it. 

As the world at large holds 
that creative thinking is woolly, 
let’s start with a demonstration 
of orderliness. Before we can 
discuss the advertisements we 
must consider the audience of the 
future So my sections will 
he :—{1) changes likely to occur 
in the public; (2) changes thus 
imposed on advertising, (3) the 
sort of people that will be re- 
quired to make these advertise- 
ments. 


HUMAN MOTIVES 


Human nature 25 and 50 years 
from now will, of course, be no 
different from what it is to-day, 
and human motives will be 
exactly the same as they have 
been for thousands of years. I 
must include that, obvious as it 
is. But much of the apparatus 
of civilised life will be quite 
different; there may be things 
round and about us performing 
functions that we don’t now ex- 
pect. The standards of living, 
comfort, amenity, will be much 
higher. But these are mechani- 
cal and physical matters to 
which we shall have grown 
gradually. The real difference 
will be in the taste and judgment 
of a lot of the people and in the 
greater amount of leisure. 

The proportion of people with 


an exciting, satisfying era 


By CLIFFORD BLOXHAM, 


managing director, Clifford Bloxham and Partners, Ltd. 


a fairly high degree of education 
and general knowledge will be a 
great deal higher than it is to-day 
It is difficult to realise that 
universal education is little more 
than 50 years old. Those mental 
attributes which arise and benefit 
from education and which are 
transferable from generation to 
generation are only two genera- 
tions deep. By 1980, the mass of 
our people will have had another 
generation—5O per cent more 
time—in which to absorb the 
benefits of education. And that 
education will be much better 
than it has been. Handled with 
a more profound understanding 
of child psychology; resulting in 
a more rounded product with a 
better ability and will to think. 


CAPACITY FOR JUDGMENT 


While education and _ the 
absorption of general knowledge 
does not increase basic intelli- 
gence, it does increase the capa- 
city for judgment and criticism 

By 1980 the educational influ- 
ence of television—that enor- 
mous force for the speedy 
distribution of information—will 
have been widespread for a very 
long time. That it works by 
visual methods is all to the good. 
Love, hunger, families, prejudice. 
ambition, pride, jealousy, 
fashions, snobbery will be there 
But the overlay of a capacity to 
discriminate will be much deeper 
than it is now and will be of the 
greatest importance to those with 
goods to market. 

We cannot leave out the effect 
of politics. The world is pro- 
paganda-ridden. A large distrust 
already exists of the statements 
of politicians and industrialists, 
whether master or man. The 
equally biased advertisement 
statement in 25 years’ time will 
be harder to make convincing 

So it is a fair inference that, in 
one more generation in this 
country, the native intelligence 
and taste of many of the people 
will have been cultivated and 
developed to much higher levels; 
and they will be more critical 
And, withal, it is said that the 
average age of the population 
will be much higher. In the 
natural order of things, if it 
proves true, the appeal will be to 
more mature minds. 

I think that I am entitled to 
say, as a broad generality, that 
the creative part of advertising 
will have to be very much more 


intelligently directed and pre 
pared than it is to-day In a 
generation's time, the thing that 
is rare to-day—an intelligent ad 
vertisement——will be, will have to 
be, the common order 

How to appeal to these men 
and women of good native intell: 
gence, with their improved educa 
tion and wide general knowledge, 
conscious and proud as they will 
be of good standards of self- 
respect and living amenities; with 
a substantial amount of leisure, 
and money to spend; having—a 
notable characteristic of our 
people—a lovely and lively sense 
of the suitable, of humour, and 
of the ridiculous: and, specially, 
how to appeal to the female of 
the species? 

Well, they sav you should com 
pliment a beautiful woman on 
her intelligence and an intelligent 
woman on her charm. (Women 
probably have a parallel thing 
about men.) It will still be true 
But try overdoing it and see 
where you get 


FUNDAMENTAL CHANGE 


I think that phrase “overdoing 
it” is the clue to the fundamental 
change that must come That 
and humanity. You don't overdo 
things in conversation with a 
well-informed woman or man. If 
you do, you area boor or a bore 
Just for fun, leaf over any news- 
paper or magazine and see how 
many advertisements are really 
human; how many really con- 
vince you. In a magazine con- 
taining a hundred and fifty-nine 
advertisements I recently found 
just six that ranked. 

The opposite of overdoing it? 

simple, unassuming frankness 
and the presentation of fact in 
terestingly Mark that I say 
frankness not honesty. I do not 
think there is much dishonesty 
in advertising But there is a 
remarkable lack of frankness 
The better informed woman and 
man of 1980 will reject a lack of 
frankness—will expect informa- 
tion, interestingly given, candid 
and not claiming or inferring too 
much 

Humanity? Simplicity is the 
first step towards it Simple 
thinking. simply expressed in 
word and picture. We shall have 
learned much, for example, from 
the editorial side, who now deal 
with that little dinner at home 
for the husband's boss, with a 
psychology so much more 


accurate than is the 
lisers’ 


In the 


adver- 


advertisers’ lexicon, 
humanity means emotions, and 
it is in the proper use of the 
emotions that are active behind 
most purchases, tuned to the in- 
formed public, that I look for the 
greatest advance. A bed is a 
rather expensive assembly of 
springs, paddings, covers and 
supports; you go to it when you 
are tired. A bed is also much 
more It is a refuge; in bed 
you're safe. You escape far a 
little while from what taxes you 
during the day; for many reasons 
you are fond of your bed 
single or double! 


UNFORMED THOUGHTS 


Make no mistake, underneath 
the act of purchase of a bed 
there are those thoughts. May- 
be they are unformed; but they 
are there. Perhaps in a genera 
tion's time we shall know how 
to present these things-—-and 
other things like them-—in a way 
that will be suitable to an in- 
formed, relatively sophisticated 
audience. That's what I mean by 
the humanity that must come to 
advertising. 

When inner motives are known 
ind understood, how advertising 
simplifies itself: how simply 
and how ably—-it can deal with 
the issues. How the nonsense, 
the non-essential, the bad cliché 
vanishes 

The judgment, the critical 
faculty of the public of 1980 will 
force the professionals of the 
day, and the clients who employ 
them, to deal in simple terms 
with the main, deep grounds of 
appeal. It is afoot to-day—in 
evitably it must stride ahead 


PART OF GENIUS 


These things bring us to 
psychology. John Wesley and 
one W. S. Churchill and a few 
others had and have an under- 
standing of psychology as an in- 
born part of their genius. Adver- 
tising people will have to learn 
it the hard way. For the adver- 
tising men and women of the 
next twenty-five years will have 
to be the leaders of the people 
in product consumption. It will 
be easy to make goods. The 
problem will be to ensure mar- 
kets 

Before I turn to the creative 
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at your fingertips 


... 4 Complete point-of-sale 
Display Service 


Design From visual to finished artwork 
our experienced team of artists is 
available to give originality to your 


displays. 


Construction Sound and ingenious 


construction ensures perfect and 


practical presentation. 


A complete service The most modern 


S and varied methods of reproduction 
: used to complete a service of which 
$ we can be justly proud. 

& Why not pass your Display problems to: 

4 


‘ TRAPINEX 


TRAPINEX LTD., DISPLAY DIVISION 
176-188 Acre Lane, Brixton, London, S.W.2. 
Telephone : BRIxton 2057 (4 lines 


Counter Displays -* Window Displays 
Showcards * Tube Cards + Posters, etc. 
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Expenditure may double 
in another 25 years 


people, a word about techniques. 
(1 am aware that spoken words, 
personality and moving pictures 


on screens in homes may be 
dominant in a score of years 
But how to discuss the future 
race of fowls in detail when the 
first egg is not yet laid? What I 
am now saying will apply equally 


to printed and broadcast adver- 
tisements) 


Unhappily, the word “creative” 


in advertising usually means 
merely the drawing or the lay- 
out This is wrong but wide- 
spread. (Even the Advertising 


Creative Circle, which devotes it- 
self to studying the whole of the 
creative part of advertising, is 
often understood to be a sort of 
Art Directors 


THREE ELEMENTS 


The drawing is the first thing 


club.) 


seen in an advertisement it 
ought to crystallise the idea. 

In most advertisements there 
are or should be three elements 
of the following order of im- 
portance 

1. The idea or conception. 

2. The picture and presenta- 

tion 

3. Any words neded to “nail” 


the idea 
Ever since advertising began 
to be an organised part of busi- 
ness, a great deal of advertising 


has appeared that has had no 
idea in it, has had a weak 
idea. Almost all human pur- 
chases spring from or are affected 
by an en The idea in the 
advertisement, surely, should be 
the thing distilled out of need 


and emotion of the consumer and 
the function of the product. The 
idea should crystallise the essence 
of the appeal of the product 
A clear, good concept is only 
arrived at with surety after care- 
ful study of all the circumstances 
very analysis and obser- 
vation; and then remoulding the 
elements. Yes! Good creative 
work comes from good analysis 
When the central idea is clear 
the words write themselves, sur 
plus angles are jettisoned; the 
path is clearly visible: the nature 
of the illustration is very much 
easier to arrive at, and much 
easier judged when produced; as 
is the layout, typography and the 
rest of the presentation. I look 
to major improvements in these 
things as the outcome of more 
intelligent direction and work. 
There will be economic pres- 
sure for improvement Adver- 
tising to-day is said to consume 
more than £200,000,000 a year 
In another twenty-five years if 
may be doubled, counting at to 
day's value of money; even if the 
population is smaller and older 
Improved effectiveness will be 
necessary; steps to prove work 


caretu 


before commitment will be indis 
pensable 

As the advertising business in 
organised form is only forty or 
so years old it is not surprising 
that there is no school of adver 
tising as there are medical and 
law schools; with strict courses 
and qualifications to be earned 
There are art schools—and we 
have to convert the youngsters t 
advertising’s requirements. Ad 
vertising will grow up, establish 
its school or schools, and give 
itself an annual input of trained 
young people. It will have to 

In less than a generation you 
will find, satisfyingly engaged in 
advertising, superb writers wh 
could (and probably will) write 
enduring poetry (the most em: 
tional form of writing), best se 
ing novels and good plays: and 
artists not ashamed to do “con 
mercial art,” but great artists de 
voting great talents to the public 
service through advertising To 
the inborn suitability of these 
men and women will have been 
added training. And these men 
and women will be accustomed 
to analysing a problem, under- 
standing it, and doing something 
deep-seated about it in the 
course (a) of selling goods and 
(b) contributing to the con 
stantly expanding economy 


ABOVE FRUSTRATIONS 
These creative workers wil! be 
above quarrels with the execu 


tives, above frustrations “from 
the machine.” The manufac 
turer's problem will be theirs 
also and much more genuinely 


so than to-day. Moreover, it wi 
not be the problem of a sort of 
enemy And being studious as 
well as greatly talented they wil! 
revel in the constantly new in 
provements in the methods of 
testing their work. 

The machinery of advertising 
will surround and serve these 
talented people; for they will at 
last be recognised as the heart of 
advertising 

In one sense all this will be 
a throwback to the early days of 
the business, when we were not 
“copy-men” or “layout-men” or 
designers, but advertising men by 
instinct, but we shall be schooled, 
trained and know our jobs better 

In techniques, writing will be 
simpler, less mannered, less mun 
dane, more moving, more 
human; a hack or poor drawing 
will be a raritv. For on all parts 
of the advertisement the profit 
ableness of the very best wil 
have been widely proved--a 
profit that results, for example, 
from the sheer power of convic- 
tion of quality and understand- 
ing 

Oh, to be at work 
exciting, satisfying era! 


in that 
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sman with a giant’s capacity 
aking top level contacts, yet as 
ithe ; ng persuasive as they come 
that’s THE PY®ANCIAL TIMES! 
George Cohen Sé tit & Co. Ltd. are amone 
the many leading indferjal advertisers who 
regularly reach Top Managepent through 
the pages of THE FINANCIAL mig Vhis 


The advertising agents for George Cohen Sen 
a & Co. Lid. are Edward Marton Harvey Adcertivine 
and respec ted in the othces and boardrods Serosce Lid, 


exceptional newspaper is widely reat 


re industry's buying decisions are 
made. For getting the attentive ear of even 
the ‘unapproachable’ executive there 
is no finer medium than the well-trusted 
pages of THE FINANCIAL TIMES. 


Men who mean business read 


THE FINANCIAL TIMES 


every day 
4 a 


SIDNEY HENSCHEI ADVERTISEMENT DIRECTOR 72 COLEMAN ST FC2 
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« » readers of the “Investors’ Chronicle” 
are directors or executives in industry, 


: commerce or finance.* 


What a market for advertisers ! 


Ring George Bullock, the Advertisement 
Director, and learn more 


about it... 
MONarch 8833 


* and more than 25,000 copies are sold every week. 
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GEORGE 
reminds us 
that advertising is still com- 
paratively young. Market 
research, as an aid to advertis- 
ing and marketing 1s even 
younger. Many among us can 
remember the days when there 
was no such thing—and some 
may even wish there were no 
such thing now 

However, young though it 1s, 

urket research is a lusty infant 

has clearly come to stay 

t still has quite a lot of 
growing-up to do The indica- 
tions are that it fs growing up. 
and that it will do so at an 
increasing rate in the future 

The main period of growth for 

urket research was in the 1930s 
During that period we learned 
how to do, and how to apply, our 
basic surveys of consumers 
retailers and media. By 1938 we 
had retailer panels working 
much as they work to-day 
By 1939 we had begun to play 
around with consumer panels 
Someone had even started exper! 
menting with a machine to record 
what. radio programmes people 
listened to—though at that time 
it was rather more successful at 
fuses than at anything 


Ce! ONEL 
~ WARDEN 


blowing 


eise 
IMPROVED AND REFINED 


The main pattern of research 
as we now know it was basically 
in existence in 1939. During the 
next 10 years or so, that pattern 
was developed, methods were 
nproved and refined, and many 
more people began to understand 
research and to use it. But the 
basic pattern didn't change a lot, 
and there was relatively little 
blazing of new trails 

Now we're on the move again, 
and starting to break fresh 
ground once more. In the pro- 
cess we shall undoubtedly blow 
a lot more fuses, or even punc- 
ture a few gas-mains. But when 
we come to look back on the 
1950s we shall see that they were 
another growth-period, just as the 
1930s were 

Market research is a very wide 
term. It covers anything from 
analysing factory sales or govern 
ment statistics to conducting con- 
sumer surveys Or area Saies-tests 
And it can be app 
or another, to an infinite variety 
of advertising and marketing 
problems. In a short article like 


ed. in one way 
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Market research—there is still 


a lot of growing-up to do 
By OLAF ELLEFSEN, 


member of research committee, Institute of Practitioners in Advertising. 


this one can discuss only a few 
of the broader aspects, tempting 
though it is to consider specific 
applications of them in_ the 
future 

Analysis and application of 
existing data is the simplest part 
of market research—and the part 
most often forgotten about. Its 
future looks promising for two 
main reasons 


AWARENESS OF STATISTICS 


First, because the government 
is showing an increasing aware- 
ness of the need for statistics in 
commerce This is shown by 
such post-war developments as 
the Monthly Digest of Statistics, 
the Census of Distribution and 
the unprecedentedly rapid pub- 
lication of data from the 1951 
Census. Furthermore, those who 
telephone a Ministry to ask for 
some figures quite often get them 
nowadays 

The second reason is the enor- 
mous development of mechanised 
accounting-systems, which make 
it much simpler to analyse manu- 
facturers’ own records 

If we want to look at monthly 
per capita sales by pack-size in 
hard and soft water areas, all 
broken down by size of order 
and by wholesale or direct 
supply, we need no longer hesi 
tate to ask for such figures if 
they can be obtained in a couple 
of hours by running a set of cards 
through a machine 

So we can confidently expect 
to have more and more official 
and commercial data available to 
us in the future, and to find more 
and more useful applications for 
them 

The rest of this article will be 
concerned only with that kind of 
market research which calls for 
original field surveys of one sort 
or another; because this is 
always likely to be the most 
dynamic and controversial aspect 
of research 


INTERVIEW TECHNIQUE 


This kind of research generally 
involves finding out about 
people's behaviour or attitudes 
by imterviewing representative 
samples of them. The accuracy 
of the results therefore depends 
on two principal factors—how 
the samples are chosen, and how 
the interviewing is done. And 
both factors are equally vital 
The biggest and most representa- 
tive of samples will get you no 
where if the questions are put in 


a way that produces wrong 
answers ; and the most thorough 
and subtle questioning methods 
won't help much if they are 
applied to an inadequate or un 
representative sample 

The future of market research 
will therefore be governed pri 
marily by future developments in 
sampling and questioning tech 
niques. So let's confine ourselves 
to considering the future of these 
two basic aspects 

Take the sampling aspect first 
Market research is based on the 
statistical principle that the be 
haviour and attitudes of many 
millions of people can be mea 
sured by studying just a few 
bundreds or thousands of people 

Provided the sample is ade 
quate in size and composition, it 
will accurately represent the 
whole population—within a 
small range of error which can 
be mathematically calculated 
This can be demonstrated prac 
tically by anyone who has the 
patience to throw dice for several 
days on end, or to take and sor! 
out innumerable handfuls of 
beads from a bin containing 
several different colours in known 
proportions 


RANGE OF ERROR 


This principle applies, and the 
range of error can be calculated, 
only if the sample is drawn at 
random: that is to say, if every 
one has an equal chance of being 
included in it 

In practice, random sampling 
means taking a complete list of 
the required population and pick- 
ing every nth name from it: the 
names thus chosen constitute the 
sample, and interviews must be 
obtained with all those actual 
people—and not with anyone 
else 

So it's obvious that interview 
ing a random sample of people is 
no light matter. Interviewers may 
have to travel to remote places 
to get just one interview They 
may have to call back several 
times before finding that person 
at home. It takes a great deal 
of time and money—much more 
than is available or justified in 
most cases. For this reason it ts 
usually necessary to adopt the 
quota method of sampling 

This method lays down the 
types of people to be interviewed 
—so many in each area, in each 
sex-group and age-group, and so 
on. But it does not require that 


certain named individuals should 
be interviewed, and so the work 
can be done considerably more 
quickly and cheaply. 

The snag is that the statistical 
principles no longer apply when 
sampling is done this way; and 
it is no longer possible to calcu 
late the probable range of error 
though it is nevertheless quite 
customary to do so 


DIFFERENCE OF RESULTS 


Many research people think 
that, for practical uadvertising 
purposes, the difference in relia- 
bility of results obtained by one 
sampling method or the other is 
too small to worry about. But 
this cannot be demonstrated by 
any mathematical or statistical 
theory, and it has to be studied 
empirically, 

Experimental work on this 
problem has been done by the 
London School of Economics and 
research organisations The re- 
sults so far tend to show that, 
with certain reservations, quota 
sampling is a reasonably reliable 
method for most practical pur 
poses—-which is just as well, 
ce it is the method we are 
generally obliged to use 

In the future we may hope for 
more information on this point, 
and for much refinement in the 
method of establishing the re 
quired quotas. For instance, one 
of the main controls used in 
setting up a quota sample, and in 
the analysis of research findings, 
Is socio-economic classification 
popularly known as “class 
groups.” (Or even as “income 
groups” surely a musnomer, 
seeing that people interviewed 
are rarely asked what their 
income 1s—and even more rarely 
give an accurate reply on that 
subject.) 


THE REAL MEANING 


We all know what we mean by 
“class,” but unfortunately we 
don't all mean the same thing 
Interviewers’ classifications of 
people are inevitably somewhat 
subjective Maybe this sort of 
classification works out reason 
ably well on the whole, but how 
much better it would be if a more 
objective basis could be devised 
Some such basis will un 
doubtedly be developed in the 
future, as a result of work now 
being initiated 

The IPA Readership Surveys 


@ Continued on page 260 
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creativ 
sales 
promotion 


The Astral Arts Group offers a complete 
service for the design and production of 
Publications, Brochures, Direct Mail, 
Point-of Sale, Dealer Displays and Exhibitions. 
Planning and creative development 

Layouts, design, typography and copy writing 
Fimeshed artwork (Over fifty leading artists) 
Block service and printing by any process 
Photography (Monochrome and colour) 

Day and night copy neg. and photostat service 
Silkscreen printing 

Perspex and metalwork 

Plaster models 

Display and Exhitition construction 


Astral 
Arts Grou 
Limited 


Telephone : Grosvenor 8711 - (ten lines) 


ASSOCIATE COMPANIES MERCURY DISPLAYS LTO 
APS (PLASTER MODELS) ANV.. PRESS LTO 
ATLAS PHOTOGRAPHY LTD (NIGHT EXT GRO B71) 
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‘We still need reliable 


data about questions’ 


of 1954 and 1955 provide, as a 
sort of by-product, a vast wealth 
of raw material for studies of 
this kind. Work on this material, 
and other similar data, will pro- 
vide us in the future with some 
basis of classification which is 
capable of objective assessment, 
specific definition and general 
acceptance 

Nevertheless, we would all 
prefer to use random sampling 
if we could afford it. So other 
lines of experiment are explor- 
ing ways of bringing the cost 
down to a level which the 
individual advertiser can reason- 
ably afford. The main problem 
with random sampling is that so 
many of the people one has to 
interview are not at home the 
first time one calls; or the second 
time, or the third time. If other 
people who are at home could 
be interviewed instead, costs 
could be much reduced: but if 
that were done indiscriminately 
the sample would cease to be 
representative 

How can we choose substitutes 
for people who aren't at home 
without destroying the essential 
random character of the sample ? 


PROBLEMS UNDER STUDY 


The names of Politz and Sim- 
mons are associated with work to 
overcome this problem in_ the 
States. It is also under study by 
the LSE and by the IPA Research 
Committee in this country: 
and Odhams Press made practical 
use of the Politz-Simmons tech- 
nique in their “Painting and 
Decorating” survey in 1953. 

Summing up on the future of 
sampling procedures, the problem 
is how to reconcile ideal methods 
with reasonable costs. This is 
being tackled from two sides: by 
improving methods of quota 
sampling and by reducing costs 
of random sampling. In the next 
few years we shall undoubtedly 
achieve, from one or both sides. 
a narrowing of the gap between 
what is statistically defensible and 
what is financially practicable 

And what about the future of 
questioning methods ? People 
answer questions accurately if 
they are willing to do so and able 
to do so They are willing to 
tell the truth if they can do so 
without shame and without fear 

The classic example of the 
“shame-making” question is to 
ask people how often they clean 
their teeth, of how often they 
take a bath. They know that all! 
nice people clean their teeth after 
every meal and take a bath at 
least once a day. Like the rest 
of us, they want the interviewer 
to think that they are nice people 


And so they will tend to reply 
untruthfully to such questions 

Equally classic as an example 
of the “fear-making™ question is 
to ask people whether they have 
a radio set in working order 

Those who have got a radio set 
in working order, but don't 
happen to have a licence for 
(and they number hundreds of 
thousands) are all too likely t 
answer No, with complete dis 
regard for truth! 

We gave up asking obvious 
questions of that sort a long time 
ago; and, though perhaps we're 
still asking questions which we 
don't realise are that sort, we're 
pretty much on our guard agains 
questions which people will be 
unwilling to answer. 

It’s not nearly so easy to spot, 
and circumvent, the questions 
which people are unable to an 
swer ; because they usually sound 
quite simple. “Why did you 
choose that brand?” “How much 
did you buy last month?” “Which 
of these advertisements is most 
likely to make vou buy?” etc 

Many. people simply cannot 
give truthful answers to ques 
tions like these because, whether 
they're aware of it or not, they 
simply don’t know what the true 
answers are. 

If they're aware of that, they'll 
say “Don't know’-—which is fair 
enough, because it’s the truth 
But if they aren’t aware of it, 
they'll give some answer which 
they honestly believe to be true 
but which really isn’t true at all 

Lots of inaccurate research is 
caused by people who tell what 
they believe to be the truth but 
because of fallible memory, or 
ignorance of motivation—is in 
fact completely untrue. 


INTEREST IN MOTIVATION 


We're learning now not to rely 
on that sort of question. But we 
still need reliable information on 
that sort of subject. Hence the 
current interest in motivation 
research, depth interviewing, the 
psychological approach, and all 
the rest 

We'll be hearing a lot more of 
such terms in the future 

Here again. as with sampling 
methods, we're faced with a pro- 
blem of reconciliation. We want 
to know the truth. The people 
we are questioning don’t know 
what the truth is. So we apply 
psychological techniques to dig 
the truth out of them 

These psychological techniques 
are apt to take hours, days, or 
weeks to dig the truth out of one 
single individua! After spend- 
ing hundreds of pounds we may 

@ Continued on page 262 
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THROUGH 
PRESBURYS 


CINEMA ADVERTISING FILMS AND TELEVISION COMMERCIALS 


Presburys are fully equipped for the production Our charges are economic for the production of the 
of cinema advertising films, and television 
commercials in live action, cartoon and 
puppetry. Every facility, for live action pro- —- 
ductions will be available at Twickenham range from £750 to a maximum of £2,500. Our charges 
Studios, and our own animation unit staffed for television commercial productions range from £250 
by experts in this field, is in operation at our to £750 per single film and from £50 to £250 for 
West End Studio. 

In the realm of puppetry we have secured the 
exclusive services of Ivo Caprino the famous 
producer of puppet films who received a major leading advertising agents and national advertisers and 
award at the 1953 Venice Film Festival. are renowned for the high quality of our productions 


finest quality black and white andcolourftilms. The prices 


for I-minute and 2-minute cinema advertising films 


a serics 


We have made cinema and television films for many 


We are always pleased to discuss your Production requirements in both media 
and your Distribution needs in Independent Cinemas. 


consuT PRESBURYS joe prejirence 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 


S. PRESBURY & CO. LTD.. Gloucester House, 19 Charing Cross Road, London, W.C.2. 
Telephone : WHItehall 3601 
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find out exactly what was done 
by 10 people, and exactly why 
they did it. 

But how representative 
sample of 10 people—or 50 
people—or 100 people?  Par- 
ticularly when they are people 
with the time and inchnation to 
submit to this sort of treatment. 

The problem is to reconcile 
the undoubted benefits of the 
psychological approach with the 
undoubted necessity for an ade- 
quate and representative sample. 
*““CONSUMER’S OPINION’’ 

Market research at its most 


primitive stage consisted of the 
managing director calling in five 


is a 


‘typical” girls from his factory 
to express “the consumer's 
pinion” of a product, a pack, 
’ an advertising campaign. 
Well, two heads are certainly 
better than one. But two thou- 


sand heads are, just as certainly, 
better than two 

Whatever else it has not 
market research has 
undoubtedly established that 
facts can be derived only from 
a representative sample of ade- 
quate size. In the process, may- 


achieved, 


For further 
particulars, specimen 
copies, and rate cards, 
apply to 


‘The Anthropometer will 
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statisticians some sampling 
methods which are sufficiently 
reliable tor our purposes, 
and the costs of which we 
can afford. And we need 
from the psychologists some 
practical interviewing methods. 
Well, that was all pretty 


solve all our problems’ 


be we too readily assumed that 
whatever that sample said was 
tact. 

That assumption is no longer 
accepted, and the need to probe 
deeper for the truth is now more 
widely recognised. But probing 
deeply for the truth is costly 
when done on any large scale 
If we don't watch out we shal 
be right back with those five 
factory girls, probing deeply into 
their truth—but with no possible 
reason for assuming that their 
truth is typical truth. 

Twenty years ago we handed 
market research over to the 
statisticians, to make sure that we 
questioned representative sam 
ples. To-day we're rather tend 
ing to hand it over to the 
psychologists, to ensure that we 
do our questioning the right way 


Both extremes would be 
equally bad 

In the future—probably the 
fairly near future—we shall 


arrive at a correct balance be- 
tween the two; because statistics 
and psychology each have a vital 
part to play. So has common- 
sense 

So we the 


need from 


well over 


a 
100,000 Motorists 


are regular readers of 


B.M.C. Publication 


BRITISH MOTOR CORPORATION LTD 


These readers, quite obviously, have more than an ordinary interest in their cars. 
Sell to them by advertising in their OWN Magazine. 

The cost per thousand is very small and you can be confident that such 
advertising will reach a vast influential motoring public which has the 
resources to spend on the product or service it deems worthy. 


general! stuff. It had to be, be- 
cause market research progresses 
on its own two feet—sampling 
techniques and interviewing 
techniques. 

That's why it’s been necessary 
to say so much about how we 
shall progress, and to leave aside 
the question of where we shall be 
progressing to 

But let's try to end on a 
lighter and more specific note 

WITHOUT THE TALK 

Research will constantly strive 


information more 
obvservations rather 


to get its 
and more by 


than by direct questioning. That 
is happening a lot already 
By retail audits, for instance, 


we can find out a lot about con- 
sumers’ buying without ever 
talking to the consumer at all. 
By attaching machines to their 
sets. we can find out what radio 
and television programmes 
people tune to, without asking 
any questions or trusting any 
memories. If we want to know 
what shoppers do or say, we can 
find out much more accurately 
by observing them in the shops 
than we can by questioning them 
in their omes 

What developments in obser- 
vationa!l techniques of that kind 
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Cam we expect to see in the 
future? 
Well, we're moving into the 


electronic age. Already we have 
tape - recorders, lie - detectors, 
Audimeters, Tammeters, and 
electro-encephalographs; and a!! 
are used for research into various 
aspects of human behaviour 

Who can say what will come 
next? 

It might well be the Anthrop. 
meter (registered trade-mark. 
patent applied for). The Anthr 
pometer is a small machine 
which—once somebody has in 
vented it—will be attached to a 
random ‘sample of human beings 
It will record their every 
and action and wil! 
continuous report on 
radio to the research head 
quarters. These reports will be 
automatically picked up and 
analysed by a battery of ele 
tronie brains Whenever we 
want to know anything, all we 
shall need to do is to press the 
right knobs; the required infor 
mation will immediately be pr 
jected on to a screen 
percentages and all 

Ihe Anthropometer will solve 
all our research problems 

It's a perfectly horrible thought 
It sounds pretty fantastic to 
But television sounded prett 
fantastic not so many 
and yet here it is 
the 
come 
_ And perhaps that’s about as 
far into the future as anyone 
should attempt to look 


thoug! t 
transmit a 
them 


graphs 


years ag 
In some forn 
Anthropometer will als 


The circulation Figure 
relates to DIRECT SALES 


of 
AUSTIN MAGAZINE 


MOTORING 


es 
Austin Log Book and 
Diary 


. 
Nuffield Motoring Diary 
« 
Transport Efficiency 


(for commercial users.) 


Austin Motor Company Ltd., 
Magazine Department, 

84 The Promenade, 
CHELTENHAM. Phone 52733 


Motoring, 


The Nuffield Organisation, 


Cowley, 


OXFORD. Phone 77777 
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e of penasion~ 


A recent wine catalogue for a famous firm described a certain 
Vin Rosé as ‘an amusing wine to give a connoisseur on a hot day’. 

The prose of wine catalogues deserves an anthology of its own. But 
for all its wild fancy it can be prose of strong persuasion, making up for 
its lack of precision (who can define a taste?) with the charm of poetry. 


There is another type of advertising writing that reads like the sound 


i of a voice in the next room. ‘Delicious . . . sustaining .. . ask for it at 
your chemist’s today . . . produced under ideal conditions. . . quality... 
civility ... service... new and amazing... new and revolutionary... 
new and famous... you can't afford to miss... .” 


Phrases lose their cutting edge through over-use. The essence of 
advertising is repetition, but advertising must keep its language in repair, 
and keep it young. The words have to do more than inform. They 
have to persuade. The writing in advertisements should be clear, good 
mannered, and, where possible, possessed of a certain grace. Its short-term 


job may be selling. Its long-term job is to build a reputation. 


CREATORS OF @ FAMOUS ADVERTISING 


W. S. Crawford Ltd, 233 High Holborn, London, WC1 


Offices and Associates throughout the world 
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is much 
sought after 


First, by the hundreds of thousands 

of women who, after only three months, 
have taken this lively new monthly 
magazine to their hearts. Second, by 
the many advertisers whose messages 
SHE has carried in the first three 
issues. Jt is clear that SHE is a highly 


successful saleswoman. 


F. H. AYRE 
Advertisement Manager, 


SHE, 21 Ebury Street, London, S.W.1 SLOane 7221 


SHE 1S PUBLISHED BY THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : Good Housekeeping . 
House Beautiful - She - The Connoisseur 


The Good Housekeeping Books 


Harper's Bazaar + Vanity Fair 


Proprietors of : The Good Housekeeping Institute 


During March, April, 
and May, SHE has 
helped to sell... 


Amami 

Anadin 

Bendix Washers 
Bernetia Fashions 
Bourjois Perfumes 
Ciro Jewellery 

Clark's Shoes 
Cookeen 

Coty Cosmetics 
Courtaulds Fabrics 
Ekco Domestic Ware 
Eugene 

Farley's Rusks 

Field's Cosmetics 

Gas 

Goblin Cleaners 
Gor-ray Skirts 

Goya Cosmetics 
Guinness 

Hershelle Models 
Horrockses Fabrics 
Innoxa Cosmetics 
James Walker Jewellery 
Kleenex Tissues 
Knight's Castile Soap 
Knitmascter Machines 
Kraft Foods 

Kotex 

Linzi Fashions 

Lux 

Lyle & Scott Knitwear 
McCall's Patterns 
McDougall's Flour 

Max Factor Cosmetics 
Mayfair Toffees 
Morphy-Richards Irons 
Odo-ro-no 

Omo 

Peggy Page Models 
Persil 

Pin-up Home Perms 
Ponds Cosmetics 
Rapide Knitting Machines 
Readicut Rug Wool 
Rembrandt Models 
Revion Cosmetics 
Richard Hudnut Cosmetics 
St. Margaret Fashions 
Sambo Fashions 

Sans Egal Cosmetics 
Sithouette Corsets 
Silvikrin Shampoo 
Simon Massey Fashions 
Singer Sewing Machines 
Spratt's Dog Biscuits 
Start-Rite Shoes 
Tampax 

Valderma 

Yardley Cosmetics 


... and many, many others 
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gue African 
7 Adventure 


One of the most interesting and exciting 
films ever made by the J. Arthur Rank 


Organisation is sims. It sets the Kenya prob- 


lem in its own surroundings, and examines 
it in simple and sincere terms. Film critics 


have welcomed it with such phrases as: 


‘A story that packs thrill upon thrill’ —sunxpay vispatcu 
‘A fine, horribly exciting film’ SUNDAY EXPRESS 


* Powerful, intelligent, and intensely moving’ 
—SUNDAY EMPIRE NEWS 


* Ninety-nine nerve-shaking minutes’ 
—LONDON’S EVENING STANDARD 


~ 


A POWER TO BE RECKONED WITH 


‘MALTA STORY’ 


SIMBA is splendid entertainment. It is also a film whose ‘The atmosphere is terrific 
. j tle ore 
values emerge naturally—without the help of propaganda— a1 - the film grips till it 
. nurts 
because it is made with sincerity and understanding. SUNDAY DISPATCH 


Many such outstanding films have been made by the 
Rank Group; and because of this responsible approach to 
picture-making, British films have become more than first- 


: ‘ MANDY 
lass entertainment. *y have become as vital a mez ‘ny 
class ente ment. They have become as vital a means of No-one has sugeested 30 
communication as the Press and radio. powerfully the bewilderment, 
Films like THE CRUEL SEA, MANDY, MALTA sToRY and ars and angry rebellion of 
a child imprisoned by silence 


SIMBA are seen and enjoyed by millions, not only for the in a frightened private world’ 
dramatic stories they tell, but for the ideas and ideals DAILY TELEGRAPH 
expressed within them 


Their effect is so far-reaching that it can never be 
accurately assessed. 
“THE CRUEL SEA‘ 


So this Group takes its responsibilities seriously—and is ‘ 
: ‘A film which will thrill the 


proud to have the resources to make 


world and of which Britain 
such pictures and show them to the can be very proud’ 
world SUNDAY PICTORIAL 


THE J. ARTHUR RANK ORGANISATION LIMITED 
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Future of Advertising—The Creative Team 


Advertisers will benefit from 


printing industry advances 
By MALCOLM McCORQUODALE | 


YOLONEL WARDEN re- 
' fers to one of the earliest 
advertisements to appear in an 
English newspaper 330 years 
ago. It is perhaps not so 
widely known that Caxton 
himself is reputed to have 
understood the value of adver- 
tising 
In 1483, he took over larger 
premises in the Almonry of 
Westminster Abbey, and from 
there issued handbills inviting 
citizens to 
“come to Westminster in to the 
Almonesrye at the pale, 
his device being a vertical red 
band upon a plain shield 
A more subtle link between the 
printer and the advertising pro 
fession is shown in the motto 
beneath the device of another 
celebrated printer, John Day, 
h ran “Arise for it is Day.” 
s perhaps not surprising to 
learn that he was the first to use 
the printed exclamation point— 


j 
rede 


These two instances will serve 
to remind us of the long, un- 
broken tradition of printing and 
advertising handed down through 
generations of printers—a slow 
evolutionary process which does 
not quicken until the end of the 
eighteenth century and the early 
nineteenth, when the impact of 
the Industrial Revolution was 
first felt 


PACE OF ADVANCE 


In printing, improvements and 
nnovations came slowly A 
hundred vears were to pass be 
fore metal was used to construct 
the impression screw of the 
printing press. and the tympan 
and frisket introduced 

Two hundred and fifty vears 
later, Charles, Earl of Stanhope, 
mtroduced the first commer- 

lly used iron press. Inciden- 

. he was also responsible for 

perfecting of stereotyping 
h Ged, the Edinburgh gold- 
smith, had been forced to aban- 
don sixty years before in the 
face of direct action by jealous 
printers 

In 1494, paper was first made 
in England at the Tate mill in 
Hertfordshire; but it was not 
until 1803 that the first cylinder 
paper-making machine, known 
as the Fourdrinier, was estab- 
lished 

The enquiring minds of 
seventeenth century, who were 
granted their charter for the 
founding of the Royal Society, 


the 


were unwittingly responsible for 
the birth of an idea in the mind 
of Le Blon, who experimented 
with colour printing from grained 
surfaces based on Newton's 
Theory of Light. A century and 
a half later, in 1892, Kurtz and 
Ives superimposed the three 
primary colours using half-tone 
cuts. 


LITHOGRAPHY IDEA 


Similarly, although Senefelder 
obtained an English patent for 
the principle of lithography (and 
later, by the pure chance of a 
missed sheet causing the impres- 
sion cylinder to take an “offset” 
from the stone, was to draw 
attention to the possibility of 
what we now call offset litho- 
graphy), a century passed before 
an offset technique for litho 
presses was evolved 

With the Industrial Revolution 
and the discovery of steam as a 
motive force, the first great im- 
petus was given to the printing 
industry 


In 1811, Koenig operated the 
first steam-powered flat-bed press 
in London. Three years later The 
Times newspaper adopted it 
The rapid development of the 
railways led to improved com- 
munications and larger transport 
facilities for raw materials and 
manufactured goods 

The Times was quick to seize 
the opportunity, stepping up its 
production rate to 10,000 impres- 
sions per hour with Applegath's 
new rotary press in 1848. 

With Kleitsch’s 
photogravure in 
introduction by Mertens of the 
first commercial rotogravure 
machine in 1910, the stage is set 
for a review of the first half of 
the present century which will 
show clearly the direction in 
which the industry is moving. 


NEW DEVELOPMENTS 


Despite the diversion of effort 
and ingenuity necessitated by 
two major wars, many interest- 
ing developments can be re- 
corded. The period between the 
wars witnessed the growth of ad- 
vertising and the _ increasing 
demands made by it upon the 
printing and allied trades 
mechanical type-setting for the 
speedy preparation of press ad- 
vertisements; the development of 
commercial art expressed prima- 
rily in the art of the poster; the 
demand for long-run, multi- 
colour reproduction created by 


invention of 
1875, and the 


chairman of McCorquodale & Co., Ltd. 


the growth of direct mail adver 
tising, and the insistence on 
quality of reproduction. 

During this period we saw the 
increase in the weekly popular 
journal carrying much colour 
advertising. Indeed, the ‘thirties 
saw the beginning of the insati 
able demand for colour which 
has now become a constant part 
of our existence 

It may well be that as life 
grows more uniform and colour 
less, so our natural reaction is to 
demand more colour in art, in 
architecture, in print and the 
cinema, and now in television 
And so almost every development 
at the present time in the ad 
vertisement side of printing 1s 
connected with colour—brighter 
better, more accurate colour 
production. 


MANY DIFFERENT MEDIA 


The silk screen process and the 
use of colour transfers are en 
abling heavy loads of colour 
be applied to many different 
media, and have made the use 
fluorescent inks possible for ma 
forms of outdoor publicity And 
every year we see advances 
colour offset lithograph 
colour rotogravure, and 
four colour rotary 
machines 

My own firm has perfected a 
process for the direct application 
of paint to board or paper, which 
is revolutionising the preparation 
of colour cards for the paint in 
dustry all over the world. And 
indeed, the new paints and 
varnishes which can now be used 
by skilled and amateur alike are 
leading to novel and ever chang 
ing colour schemes in home and 
factory 


lettern 
letter] 


Great strides are also being 
made in both ink and paper pro 
duction The evolution of the 
instantaneous drying inks for 
photogravures, and the aniline 
and other inks for fast rotary 
production, both of letterpress 
und «lithography, have alone 
made modern speeds possible 
The Americans, not suffering 
from paper rationing, have given 
us a lead with beautiful new 
paper surfaces and _ shades 
Possibly the notable of the 
post-war developments is the 
introduction of titanium oxide to 
paper manufacture, which gives 
us a whiteness never obtainable 
before, on which to show to full 
advantage the lovely new colours 
and «shades Then transparent 
film and other transparent plastics 
are admirable bases for colour 


most 
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gravure, giving a brightness to 
the colours which must assist 10 
selling well-packaged articles 

The biggest single advance in 
printing methods at the moment 
is probably the introduction at 
photographic type 
composition, such as the Inter 
type Fotosetter (how 1 dislike 
American spelling!) and the Eng 
lish Monotype Company's Mono 
photo 


long last of 


These machines will, we hope, 
when prefected, greatly im 
prove the production of books 
brochures and the like by offset 
nethods which have many ad 
vantages in speed and appearance 

Apart from this, research both 
here and in America has con 
centrated on devising methods of 
sutomatic colour correction, 
masking, and other methods to 
liminate the costly hand retouch 
ing which so delays half-tone 
eparations That admirable 
publication, the Penrose Annual 
has given us descriptions of many 
rf J am proud that one 
f my firm's 
developed an 
which 1s 


these 
scientists 
original 
creating great 
United 


has 
method 
interest 
n the States at this 


moment 


GROWING REQUIREMENTS 


In these and many other ways, 
the printing industry is providing 
for the growing 
ments of advertisers 
agers 

The 
modern 


ever require 


and pack 


development of 
fast running rotary 
machines has meant more and 
more research. The problems of 
ink drying and = distribution 
paper surfaces and colour; the 
necessity for non-fading shades 
ind colours; “set-off; drying 
methods electricity; these 
are always with us 

And the 
Station at 
s well 


the 


Static 


industry's 
Leatherhead, PATRA, 
equipped to deal with 
these and innumerable other pro 
blems which have had to be solved 
before the remarkable 
magazines with their circulation 
measured in millions, or the in 
numerable leaflets offering every 
one of us a wonderful free choice 
of detergents, can be delivered 
to our doors 

What 
bring, it 


research 


women's 


the 
is hard to say 


more future will 
I think 
I have said enough to show that 
scientific development 
given the printer the technical 
ability to meet the advertiser's 


most extravagant demands 


has now 
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why does 


carry more than double the 
advertising per issue of any weekly 
“Society & Fashion” magazine 
published at 2/- and three times 


that of any fortnightly in the same 
category. 


* One basic reason is because 
“THE QUEEN” has a vastly greater 


circulation and another that its cost 
per page per thousand is infinitely 
less. 


“THE QUEEN,” BURLEIGH STREET, STRAND, LONDON, W.C.2 
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Big developments lie ahead for 


the blockmaking industry 


OR more than half a cen- 

tury the photo-engraving 
industry made little progress 
towards improved methods of 
oroduction, but at the end of 
the second world war, when 
scientific developments pro- 
duced by the war were being 
turned over to industrial use, 
our trade in common with 
many others started to make 
rapid strides forward. Elec- 
tronics and plastics, familiar 
words if not familiar subjects, 
have played an important part 
in this activity. 

The printing trade in general, 
and =blockmaking in_ particular, 
have felt the coming of these two 
branches of science as much as 
any other indystry, and we are 
now witnessing the introduction 
of some truly revolutionary 
methods which tend to over- 
shadow the orthodox and estab 
lished practices. 


ELECTRONIC MACHINES 


Electronic engraving machines 
are very much in the news at pre- 
sent Those which have com- 
manded most attention in this 
country are the Fairchild Scan-a- 
graver, the Clichograph and to a 
lesser extent the Swiss Elgrama 
machine 

Jointly or separately they have 
been hailed as the answer to the 
cry for cheaper blocks: they 
have been received with the 
greatest interest by many promi- 
nent photo-engravers, although 
so far the number of installa- 
limited 

It has been prophesied that 
they spell the death of orthodox 
half-tone blockmaking, and well 
they might——-but not in their pre- 
sent form They have their 
limitations. 


ACCEPTED MANNER 


The Elgrama engraves on 
metal, a fact which is commend- 
able for stereotyping in the 
accepted manner ; but it can only 
make “same-size” blocks and it 
engraves in the style of the old 
‘half-line” block, which means 


tions Is 


that the tone values are produced 


By SIR JAMES WATERLOW, 


“Every few months there is evidence of new thought and 
fresh ideas. ... So much has happened (in blockmaking) in the 
last 10 years that it is almost certain that another 10 years 
will produce even more startling and amazing developments.” 


by varying widths of parallel 
lines, and not by the familiar dot 
pattern. 

This type of engraving has a 
limited use for special effects, but 
because of its different nature it 
is not universally acceptable. 


HALF-TONE WORK 


The Clichograph and_ the 
Scan-a-graver on the other hand 
produce half-tone work which is 
acceptable, but at present they 
can only reproduce “same-size,” 
and the plastic material on which 
the engraving is made cannot 
withstand heat of more than 180 
F. Thus, when using Scanplates 
for reproduction, cold moulding 
techniques for stereotyping and 
cool moulding for electrotyping 
can only be employed. 

Long experience has shown 
that good stereo moulds must be 
made at a high temperature be- 
cause the drying of the mould 


under pressure ensures quality 
and register 
Both of these machines are, 


however, being succeeded by “all- 
size’ machines which will be 
capable of enlarging and reduc- 
ing within limits: this in turn 
will make them more useful and 
cheaper to run 


CAREFUL HANDLING 


A serious disadvantage of this 
method of production is that in 
areas of pure whites the dot 1s 
cut just the same as in other 
tones but the crest of the dot is 
about two thousandths below the 
printing surface This calls for 
specially careful handling on the 
part of the printer to ensure that 
these dots are not picked up 
Furthermore, if the plate is to be 
stereotyped, subsequent nickel 
facing could produce a dot or 
line where it is not wanted and 
the tonal scale at the highlight 
end consequently tends to be- 
come degraded 

However, notwithstanding the 
fact that the resolution is not as 
good as a conventional half-tone 


on copper, in the field of direct 
printing clectronic engravings 
fulfil their purpose. The nature 
of the thin plastic is extremely 
Sensitive to imperfections § in 
mounting materials and this fact 
can be used to advantage with 
good interlays such as Primaton 
Mounting materials themselves 
must be perfectly smooth to the 
point of being polished; in fact 
thin Bakelite is recommended as 
the top surface to a wood moun! 
ing block 


ECONOMICAL MEDIUM 


In all other respects, such en 
gravings provide a cheap illustra 
tion medium for those printing 
markets which hitherto have gone 
without because of cost, or for 
those print buyers who are look 
ing for ways of cheapening a job 


Particularly are they suitable for 
suburban and provincia! news- 
papers with small circulations 
and for magazine work of the 


cheaper variety with quite a range 
of jobbing printing betweer 
The 


come 


will undoubtedly 
when small and medium 
sized general printers will make 
greater use of this type of 
engraving. It will not mean the 
displacement of orthodox block 
making, but rather the creation 
of a market for blocks which did 
not exist before 


time 


There is a future for electronic 
engraving machines in the prc 
duction of colour blocks At 
present, the inventors are working 
on the idea of putting the colour 
orginal on the machine and cut- 
ting the four Scanplates one after 
the other using the appropriate 
filter each time There is no 
ntermediate colour separation 

An extension of this idea would 


be to apply the mechanism of 
the colour scanner, to which 
reference will be made later, to 
the electronic engraver Thus 
the original would be scanned 
the colour separation would be 
electronically computed, trans- 
mitted to the respective cutting 


director of The Amalgamated Press Ltd. 


and the 


heads 
made simultaneously 
The results so far achieved by 


four Scanpiates 


colour scanners are encouraging 
but not sufficiently advanced for 
this link up, because the balance 
of each colour is too imperfect 
t© eliminate retouching. The way 
round this difficulty for the time 
being would be to produce 
black-and-white, colour-corrected 
separations in the studio, check 
ing the colour balance with an 
instrument such as the Curtis 
Colour Analyst used by the 
Milwaukee Journal in America 
Scanplates would then be cut in 
the normal way. 


The second major post-war de- 
velopment in process engraving 


s the Dow Etching Process. The 
metal used is magnesium, and 
certain chemicals which are 


added to the nitric acid etching 
bath, automatically “veil” the 
sides of the dot or line as etching 
proceeds. This eliminates all the 
stages of rolling-up and powder 
ng. and causes a vast increase in 
the speed of etching a plate 


OVERCOMING OBSTACLES 


At the time of writing the pro 
cess can be considered as only 
suitable for line work, but the 
various obstacles in half-tone 
production are gradually being 
overcome, and in the near future 
the Dow Etching Process will be 
firmly established as an alterna 
tive method of blockmaking 

The extra cost of the magnesium 
and the special chemicals to some 
extent nullifies the advantage 
derived from the greater speed of 
line-block manufacture, but the 
quality and faithfulness of the 
finished block are much superior 
to those of zinc As far as can 
he judged at present, there is 
only a very small saving when 
the process is used for half-tone, 
hut again, the quality is very 
high 

The speed of production, 
coupled with quality, is a valu- 


able asset to such organisations 
as national newspapers and 
magazine printers; and this 


method would give trade process 
houses the means of fulfilling 
rush orders without dislocating 
regular production schedules 


@ Continued on page 270 


AL 
coon 
a a oo 


ADVERTISER'S WEEKLY 270 May 5, 1955 


HERE'S 
Cov oY ‘Today’s brilliance may be 


FOR YOU old-fashioned in § years’ 


—continued 


Future of Advertising—The Creative Team 


A d spassionate appraisal of liant now, may be old-fashioned 

d this revolutionary process shows in five years’ time. There is no 
anh that, like the electronic engrav- need to feel out-of-date or un 
ing machi ne it has its place in progressive if ome takes the 


the general scheme of things. It time to study an invention 


SOUTHERN : aa nee ane process-engrav- 
. ‘ ing trade upside down, neither is N FT 
DAILY - that Ss it a panacea for existing ills, any © CRA THREAT 


s more than the Linotype and The future of blockmaking 

ECHO - Monotype have sent the compos- may be summarised in a few 

: ing-stick to an early grave. There words : electronic engraving 

oo .4 s here, however, the great possi- machines, the Dow Etching 
PORTLAND, STREET -! what bility of extending the use of Process, and sundry other de 
- +. illustrations without adding to velopments are welcome partners 


a4 production difficulties, and later in the photo-engraving industry 
SOUTHAMPTON °s perhaps of linking up with photo- Under certain conditions, and 
o5 graphic composition to bring this for particular reasons, they each 
dream within the scope of the have their place, but one must 
counts letterpress printer not expect too much from them 


Yet one can depend upon them 


within certain recognised limits 

. TREMENDOUS IMPACT There is no reason whatever to 
Colour scanners developed by assume or fear that they are 

iN Time-Life Inc. and later by the harmful to the fundamenta 


adio ( p tio 4 position of the process engraver 
BOURNEMOUTH st nie scien aie yeurtage oF his ancient craft. 
DAILY . The weakest part of orthodox 


that they would have on the pro- blockmaking lies in entirely 
ECHO l 15 duction of colour blocks. different circumstances First, 


about the tremendous impact 


Certainly the theory behind there is a great need for agreed 
e them is very sound, but on a standards of quality to which al 
ractical bi there are some dis- photo-engravers should sub 

RICHMOND HI PESCICas DASE Te 
! cL E facts scribe secondly there $s a 


concerting Tac . Vv, } I é 
- definite vacuum in the know 
e prospering They are enormously expensive g F é 4 


ledge of the behaviour of photw 
BOURNEMOUTH enh = ‘ — 


machines en when considered 
on a rental basis, and quite be- ¢M8raving materials and a con- 
yond the pocket of the ordinary tinued need for improvement in 
photo-engraving firm. Any sav- basic equipment. Perhaps in the 
and ing in manpower by the making next few years we shall see 
Tos Tettct ccc coe CS ee of almost perfectly matched something done about the first of 
OOO separation negatives, is severely these. 
offset by the capital recovery 
which is necessary From ex- 
VO Vess1ve perience the saving in retouching ORIGINAL RESEARCH 
DORSET time is not as much as was The second, to be fair. is con 
originally claimed and _ the stantly under the careful eye of 
DAILY machines are so complicated that’ the manufacturers, aided by use- 


they would almost require an 


ECHO + sector electronic engineer to operate fel original research by PATRA 


them and other such institutions 
» , A list of some of the things 
S’ THOMAS STREET USE OF COLOUR which have been tackled in recent 


years comes readily to mind, 

° : O the There is every reason to be- cold and cool top enamels. 

WEYMOUTH > lieve that they will not see the improved photographic emul 

—_— OS _ _— of day -y some i _ sions for colour work, dry plates 
nose - zage 1 SOLO Ww ‘ 

mm the use of colour masking and "!™ cameras; dye = colour 

oul undercolour removal techniques. SYStems for better flat copy; work 

which have been successfully on dichromate solutions; and an 

launched by the large photo- improved half-tone screen 

SOUTHAMPTON graphic concerns Those concerned with this 

The plain truth is that nowa- work no doubt have many other 

— BOURNEMOUTH days we are all too eager to see ideas in their minds awaiting 

a new process as the last word = suitable circumstances for them 

—WEYMOUTH on the subject, whereas its ad- to be brought into service So 


vent should be the signal for | 
1 signal h has happened in the last 
cautious, but reasonable, analysis ™U° , e 


f its capabilities and implica- ‘%" years that it is almost certain 
cniead baa NEWSPAPERS LTD » he ai few _ ~ oe whom ten “wore will pro 


months there 
Office 69 Fleet Street. E Tel - CEN s evidence of new thought and duce even more startling and 
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fresh ideas and what seems bril- amazing developments 
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HE THEN LOOKS 
AT ALL SITES THAT 
ARE AVAILABLE FOR 
THE DISPLAY TO BE 
©» BOOKED. 
eee 
At 27 Old Burlington Street we can show you in 
our display room how we assemble data and how 
SITE SEL E CTI oO N we use it to make the all-important site selec- 
tions. If you are interested in outdoor publicity 
, you will find a visit well worth while. Why not 
a. are three essentials for the successful arrange cus coon? 
selection of sites to be used in an outdoor » or oy 


advertising campaign. As advertising agents who 

specialise in outdoor publicity we have an abundance 0 U T D 0 0 R P U B L | C | T Y 
of all three—a vast knowledge about centres of 

population and people’s travel habits; a store of LiMIiTteob 


accurate and up-to-date information about the 


position and value of advertising sites available; and ‘OPL) 


the ability to interpret this information and use it 25, Old Berlington Street, Londen, W.1. Tel - REGent 4286 


to plan campaigns that work really hard. _ 
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‘The GUARANTEED Print 


| 


Order for the September 


(FARNBOROUGH) Issue of 


ROYAL Arm ofr 


Often, there is little to choose between two sound picces Flys Wu 

of work-——-except the “ Aerograph” finish that turns a 

workmanlike job into a winner. For tip-top retouching 

of all kinds, from the broadest effects to the most delicate 


and for sensitive finger-tip control all the way from fine 
hair lines to flat tints—the inevitable choice is 


Write to Dept. AS 


for free booklet giving 
full details of Aero- 
gra J 


| 
ph Air Brushes, | is 
AIR BRUSHES Compressors and Pres- | 


sure Regulating Tanks 


The Aerograph Co., Ltd. (Sales Division) 


47, Holborn Viaduct London, E.C.1. CiTy 4361 (5 lines) | [ ? eee” st ( () 
Factory at Lower Sydenham, S.E.26. | | > 
BRIGHTON WELCOMES YOU | = °°" ® 


TO THE ADVERTISING CONFERENCE 


hy 2 41ND REMEMBER WHEN | 


dy 


NO INCREASE in space rates 


—still only £70 per page in this 


The 
Cheapest 


photogravure monthly with the 


inch rate we aan 


per thousand readers 


cr 19-25 year age-group appeal. 


in the area Fi 

SOUTHERN WEEKLY NEWS | hemes YOUR SPACE RESERVATION NOW ! 
influential PART OF THE FAMOUS 

; cokty Group which (THE SUSSEX GROUP) 

completely blankets @ SOUTHERN WEEKLY NEWS : 

the growing areas of @ BRIGHTON & HOVE GAZETTE ROVAL AIR FORCE 

Sussex. @ CRAWLEY WEEKLY NEWS “ 

eT FLYING Review 

London Office : aB Head Office : ev ! e 

107 FLEET STREET Member of the ARGUS HOUSE 180 FLEET STREET, LONDON, E.C.4. Tel. CHAncery 8844 

LONDON E.C.4 ef Gradintions BRIGHTON 


Telephone CEN 2412-3 Telephone Brighton 27161 
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‘Instant recognition’ of product 


will be achieved by the package 


By SIR WAVELL WAKEFIELD, M.P., 


\ JYITHIN the next decade 

we must expect to see 

nearly every retail commodity 

pre-packaged. This develop- 

ment will have a_ profound 

influence on selling techniques. 

Publicity for the goods neces- 

sarily implies instant recogni- 

tion of the packs in which they 

are presented. In this way, 

acceptance of the claims made 

in the advertising of the goods 

are translated into terms of 

consumer - acceptance at the 
counter. 

“self-service” develops, 

be an increasing need 

ustrate the package by 

ng it in various media 

he customer is confronted 

different brands 

at hand to in- 

then instant 

becomes all - im- 


the greater proportion 

hold purchases are made 

women ; therefore the appeal 

the package—hygienic, pro- 

stylish—must be largely 

towards feminine tastes, 

must be so not onlv for 

but also 

ch brings 
the customer's notice 


PRE-PACKAGED TOOLS 


n the mechanical field, 
made by 
hand-tools are 
ow being pre-packaged, and un- 

this pr will 


hot 


ids themselves, 
advertising wh 
them to 


purchases are 
we find that 


actice 


articles of 
mestic equipment, the package 
an important part. Vacuum 

f mmon stored in 
ner employed, 
ne irge manulacturer 
the corrugated pack 
he accessories as a hang-up 
rack. Again, these larger 
ire now attractively 
and thus serve as a link- 

th the advertisements 
the entire chain of 


the larger 


are c 
pping t 
pping conta 


uses 


Packaging for the consumer 
dentifying the 
pack in the 
It therefore follows 
medium 
distinctive 
pack to further 

A bold and 
randing of the 
that it 


irket means 
duct with the 
lic mind 


-¥e advertising 


d emphasise the 


Cciear 
essential, $0 


“registers” readily in the 
customer's mind 

It is to be regretted that many 
packs still fail lamentably in this 
respect 

Cinema advertising has been a 
good influence in clarifying the 
design of the pack, and now the 
advent of commercial television 
should contribute still further to 
the simplification of package- 
design. This will be emphasised 
by the fact that for some years 
yet the effect must be obtained 
by black-and-white reproduction 


COLOUR POSSIBILITIES 


A clean, uncluttered design, 
well printed with a judicious use 
of the possibilities of colour, 
makes for sound presentation, 
and such a pack can be “put 
across” in any advertising 
medium. It stands out effec 
tively in window, counter and 
self-service displays, and is 
quickly established as a brand- 
recognition feature. 

Whatever the form the pack- 
age takes—and there are now an 
extraordinarily wide range of 
possible package-forms for any 
given commodity—distinctiveness 
in shape, colour or design, or al! 
three, must be achieved if the 
advertising is to sell the actual 
product advertised and not some 
competitor's goods 

In certain fields, where a par 
ticular type or kind of package 
is standard—as, for example, the 


consumer convenience, it also 


enables 


director of Transparent Paper Ltd 


synthetic detergent field—design 
and colour are paramount. Al 
though for the present these 
products have been presented in 
a form nearly resembling that of 
the traditional washing-powders 
and soapflakes, undoubted in 
the future such products wii! be 
offered in a greater variet | 
package-types 

It is possible that the user 
be offered these and 51 
household products in the 
of a concentrate, as is dk 
Sweden and Switzerland, 
attractively presented in the 
of tablets or unit-packs filled wit 
liquid Such a_ develo; 
would save a great quantity of 
packing materials, as well as 
saving freight-space, weight and 
handl ng-costs 

The first manufacturer to adopt 
this solution will be able t 
sent his goods in a new style and 
to advertise them on the basis 
of their unique distinction 


ECONOMIC LIMITATIONS 


Given the possibilities of dis 


tinctiveness, either through the 
form or styling of the cont 

the choice of package 1s rec 

to its economic limitations. Cer 
tain types of package Car 
handled on modern, fast-1 
automatic mact 
too much for 


t be 
ining 
mnery others cost 
ordinary i 

Every year 
duction of radical nov 
product-packaging and 


now sees tl 


ek 


The pre-packaging of vegetables is now being develope d in this country 
Apart from improving the appearance of the product and pre 


ding 


branded fruit and vegetables 


to be promoted more effectively at the point of sale 


as of new adapta 
tions of older packaging forms 
and materials New materials 
such as plastics are becoming 
increasingly prominent 

P films, in the 
transparencies or 
paper,” have, of 
used for many years, but there is 
an expanding variety of plastic 
film materials, each with its own 
and limitations, now 
ivailable for packaging 
purposes. These, since they com 
bine a number of desirable pro 
pertics in a single wrapping of 
pack medium, greatly sim 
plify the production problems in 
their varied uses 


EFFICIENT MACHINERY 
Simplification of the packing 
to simplicity im the 
materials used, enables faster and 
more efficient machinery to be 
devised, with an overall economy 
in packing The “unit” 
packages of “cushion-packs” 
which are now almost the stan 
dard presentation for shampoos 
are a case in point: a few years 
such products were invari 
ably presented cither in a bottle 
for liquids or a lined 
envelope for powders 

The recent and rapid develop 
ment of laminated § materials 
deserves special attention 
may either be combinations of 
different materials, or--as the 
introduction of “Diolam” 
shows—-the alliance of two iden 
tical materials. Here the combi 
nation of Diophane with Dio 
phane iffords high ince 
to moisture-Vapour 
that 
ng of the substance 
other 


tion, as well 


form of 
“transparent 
course, been 


astic 


advantages 


specific 


ging 


means, due 


costs 


ago 


double or 


The se 


recent 


resist 


penetration 
beyond attributable to a 
This 
pro 
n part to the high 
uniformity thus im 
extra barric 


dout 


and certain desirable 


pertics, is duc 
ce gree of 
parted and to the 
of the lamimant 

B suitable laminations of 
flexible wrapping materials 
film foils and papers—almost 
any desirable properties can be 
conferred upon the combination 
The combination may afford pro 
tection lamp or drying 
light or heat; 
gas or morsture 
penetration; in fact, 
against all deteriorative influ 
ences The combination usually 
provides for decorative printing 
or em*«llishment, and also for 
heat sealing, which normally fur 
nishes the most satisfactory 


@ Continued on page 274 
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PRINTERS 


/ 


produce 


that good print 
your 
directors 
complain about 
your 
competitors 
having ! 
* 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-C-4 
City 6480 
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Good packaging is the 
key to new markets 


method of making up the sachets 
or other packages. 

Another instance of the com 
bination of materials producing 
a qualitative rather than a quan- 
titative transformation of the 
material is represented by the 
introduction of “Carbion.” This 
is a combination of two plies of 
low-grade paper—strawpaper— 
which, by reason of the special 
nature a@f the corrugations im- 
parted to it, gives a high degree 
of ability to stretch together with 
resiliency and cushioning-power 
to the finished material. In its 
various forms, it furnishes a 
novel low-cost medium for the 
protective sleeving of bottles and 
other breakable items. 


AMERICAN PATTERN 


Now that materials are in 
freer supply, certain trends in the 
packaging field are becoming ap- 
parent. These seem to follow the 
American pattern. Supply diffi- 
culties have not hampered devel- 
opment in the USA as has been 
the case in the United Kingdom. 
Indeed, the most remarkable 
American developments have 
been based on British, or conti- 
nental, discoveries. 

Polythene, for instance, was 
the result of British research but 
its application for commercial 
purposes took place in America 
well in advance of its introduc- 
tion into our country. 

It is to be hoped that packag- 
ing policy here will avoid the 
mistakes frequently encountered 
in pioneering a new development, 
for the American example exists. 

This should certainly be true 
of aerosol packaging, which has 
only comparatively recently been 
introduced here. An astounding 
volume of miscellaneous pro- 
ducts, ranging from hair-lotions, 
cosmetics and perfumes to floor- 
polishes and silicone fluids for 
industrial manufacturing and 
processing purposes, including 
even such items as “artificial 
snow” for Christmas decorations, 
are being aerosol packed. 

Consumer-convenience is the 
keynote of success in the aerosol 
packing sphere: the fact that the 
product is discharged at the 
touch of a lever or knob seems to 
fascinate the purchaser, who is 
willing to pay extra for it 

In the near future, we may 
reasonably expect to see a con- 
siderable increase in the use of 
plastics, both in the form of 
polythene and nylon bottles and 
flexible film wrapping materials. 
Now that polyvinyl chloride 
(pvc) and cellulose acetate 
are producible in thinner gauges, 
the first with its special properties 
of gas-resistance and the latter 
with its special permeability to 
gases (allowing fresh produce to 


give off carbon dioxide or to 
“breathe”) both materials can be 
expected to extend the scope 
of pre-packaging of difficult pro- 
ducts. We may also expect to 
see plastics materials, synthetic 
resins and the like used increas- 
ingly for improving the qualities 
of conventional materials 

A wider use may be expected 
of rigid plastic containers in all 
the brilliant jewel-like colours of 
which these materials are capable 
The high-vacuum metallisation of 
plastic closures, stoppers, screw- 
caps and other ancillary items 
already used for perfume vials. 
makes these materials resemble 
polished silver or gold 

The traditional materials, card- 
board, glass, tinplate and alumi- 
nium, are subject to improvement 
both in form and function. Car- 
tons are now made with metal 
foil linings and with special 
closuring systems to provide im- 
permeability 

Glass containers, reinforced 
with a plastic skin to make them 
virtually unbreakable, are being 
used for aerosol packing of cos- 
metic products. 

Tinplate is now much more 
elaborately lithographed for con 
version into boxes and tins 

Aluminium foil is now con- 
verted into trays and dishes which 
form containers in which the pro- 
duct can be heated before serving. 
the foil being so rigid that it with- 
stands all ordinary handling. 


BETTER MACHINERY 


Great improvements are being 
made in the machinery used for 
packaging, each new type of 
package entailing the develop- 
ment of new machinery operating 
on novel principles. To the 
primary qualities expected of 
a package—protection, display- 
value, economy—must be added 
that of being able to be produced 
on fast, automatic machinery. 
This last requirement will often 
be the operative factor in deter- 
mining the success or failure of 
any new development. 

Constant research into the pro- 
perties of materials will make 
possible the production of 
cheaper and more efficient pack- 
ages: none can prophesy with 
assurance how rapidly develop- 
ment will take place. 

It is, however, essential not 
only that research be maintained 
at a high level, but that the 
results of research are applied 
immediately. Now that inter- 
national competition is increasing 
the presentation of our goods 
must be better than anybody else 
in the world, not only to meet 
foreign competition in the home 
market but also to hold old 
markets and gain new ones 
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Talking of Brighton ..... 


Have you booked space 
in the 1955 


INP ERIN AV PUONAY PAIR 


Business will be brisk at the contemporary stands in the spacious 
exhibition halls and at the gaily dotted kiosks in the grounds. 

The 1955 International Fair—essentially a trades exhibition—will set out 
to appeal, entertain, instruct and, above all, bring you a large measure 
of business. 

It will be the largest exhibition held on the South Coast for many years 
and will take place at the time when a large number of visitors will be 
in Brighton during its famous *“‘ Second Season". Buyers and consumers 
will come to meet you at The 1955 International Fair. 

We cordially invite all manufacturers—large or smal! to participate 
in this trade fair and present their products to their distributors and 
to the public. 

Book space now and enhance your prestige, contacts and sales. 


Full particulars, site plan and application forms from: 


REGIONAL EXHIBITIONS LTD., SALFORDS, SURREY. Telephone: HORLEY 64 
OR DIRECTOR OF PUBLICITY, BRIGHTON CORPORATION, YORK BUILDINGS, BRIGHTON 
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...and the board have 

ecided to 

buy new 
lant 


Which firm is going to land the order? 


It could be yours. It should be yours. 
It probably WILL be yours if you can only 
get into that meeting. 


You can’t. So what about advertising? 


Do you place your advertisements in the 
journal that every top man reads? Do 
you place them in Machinery Market? 
Machinery Market is THE commercial 
engineering journal. The ‘live’ engineering 
journal that executives read especially 
for the advertisements. The man who 
has machinery to buy turns to it asa 
matter of course. If you have machinery 
to sell (new or second-hand) the right man 


will know about it if you advertise in 


Machinery Market. 


om MACHINERY MARKE 


THE commercial engineering journal 


Every form of manufacture is covered by 
Machinery Market—all who use or need 


4s machinery and engineering material 
- eve a” rl a AT Supt ment is published each week 
a aining an immense selection of plant 
for sale, wanted and for auction. An annual 


ubscrir stion of 55 - includes the Machinery 
Mar ket Trades index. 
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Future of Advertising—The Creative Team 


There is a great future for 


young people in advertising 


By WM. C. THIELE, 


chairman, education committee, Advertising Association 


[TD EVELOPMEN TS during  ficantly stated that “an attempt tant action in the history of in advertising, no matter in which 
the last quarter of the should be made to reach agree- education for advertising to date branch of the business the person 
century, and in particular the ent between the Advertising The results will be far-reaching ts employed 


stimulating strides taken by the Associatic n and the IPA on some indeed, and of the greatest im HOPE OF FUTURE 
education constituent. are form «< ‘common = entrance portance to the whole advertising ’ : : 

examination For many years business Courses are already provided 
indications of the future tO before this there had been a great The passing of the Joint n Birmingham, Cardif!, Glas 
those whose fortunes will be awareness that a drawing-together Intermediate Examination will be gow, Coventry, Hull, Leeds, 
linked with the advertising of the two bodies in the depart- a qualification needed before a Liverpool, Manchester, London, 
industry. ment of education was most de- student may proceed to the fina! Newcastle, Nottingham, Sheffield 


Reports show that while, a few sirable; there was a recognition examinations of the AA or the and Wolverhampton, and it is 


years ago, there was a substantial of a single road which had a Institute. What is, of course, so hoped and, indeed, envisaged, 
surplus of job-seekers and too few dividing point important is that here is clear that classes in these centres, and 


vacancies, last year there was a evidence of an intensive course ol perhaps others, will be even 
surplus of jobs for which suitable AGREEMENT ACHIEVED training larger than before 
people were not available. There In the same year, discussions A student who passes w Phis then, is the broad road, 
is certainly a higher standard of resulted in the agreement by both have undertaken a cour { the “common entrance” ¢xami 
requirement, and screening and  hodies to recognise the DAA and study covering nine subjects nation which leads to the gee 
selection is more consummate Institute membership as a quali- English; introduction to ady of decision agency eee ny 
than ever fication for final examination. sing and its administra! the general certificate of adver 

There are first-class recruits, This was the dawn of something 4dvertisement design and ising ability ; 
but there is also an urgent neces- more important still to come. presentation; production; med Who are those — whos 
sity for machinery to convert At the first National Confer- COpywriting: economics, jaw shoulders will i the gg So 
them into useful material. ence of the IPA in Birmingham 94d psychology. He will have advertising Where do a 

Laurels to the education de- in 1954 it was made clear that. for attended evening classes tor come from, and why have — y 
partments of the Advertising As- ts part, the Institute would be three or four years and have chosen imager ew yom wo 
sociation and the Institute of glad to achieve even greater co- done a great deal of study at Some there are already > ainain 
Practitioners in Advertising for ordination. and in the same ve home He will have beer n advertising Young people 
a | - : yout » We help in shaping theu 
the work done during the last 25. the AA embarked upon a revision ¢xamined thoroughly in cy Wao Pes oF a4 J ¥ 
years or so; to the men and of its syllabus and regulations subject so that his knowledge J pe Th os os _ wna ~ 
women whose vision is rewarded When the new svilabus was ability have been tested in ev = ney nes . . ee : 
in the newly-established Joint In- published, it proved acceptable to way 130 a my * ve —— : vot 
termediary Examinations Board the IPA, who agreed to adopt The examination will provid mn — > oe ~ 7. 4 - 
That is a great and exciting step. Part I as the basis for a joint 4 firm foundation upon whic C aemmenic ' reads aned to 
but it still is only a step. Intermediate Examination Dis- more detailed and practical an ~ po ag ony "advertising 

CUSSIONS on administrative knowledge can be built ; ate . : 
SIMILAR THINKING arrangements led to the ctting It should encourage even more a re that friend 

Some will perceive significance up of the Advertising Joint young people to undertake a ~ were “ees - dl oak " 
in the fact that both bodies were Intermediate Examination Board proper, guided course « tudy Quentin Caichney whose at 
thinking along the same lines in Next to the decision of 1928, it is, im fact, the first agreed 4 Guid *o ddvertisine Studies 
te ‘hold rapt an ge this, perhaps, is the most impor training scheme for young people has been of immense value 

-gan holding examinations, ¢ 

me AA “tet an Bde 6 , SPECIALISED KNOWLEDGE 


the AA decided “that an Educa 
tion Committee be appointed to 
investigate and suggest how train- 
ing in advertising could be more other 


es i oe ° . . There are those who have 
Advertising Association Education Committce various dearess of experience in 


activiies who want to 


readily available, and to examine switch to advertising and, they 
and to report upon the proposal imagine substantial salaries 
that the Association should hold hecause of specialised knowledge 
annual examinations in adve1 already gained Ihe journalist 
sing.” wishes to break into public rela 

In that year a syllabus, under tions work; scriptwriters and 


others in radio and film work 
seck fame and fortune with com 
mercial television 

The largest group is of young 
people, many of whom have just 
completed their National Service 
In the background of many 1s the 
schoolmaster, or relative, whose 
advice implants the idea into the 


the chairmanship of H G 
Saward, was drafted: it brought 
g the Association's 
examinations, leading to the 
award of the Diploma Essen 
tially, the beginning of a training 
scheme for advertising 

Local authorities were stimvu- 
lated to provide facilities for 


into be! 


study courses through evening mind of the boy leaving school 

' } 

classes in colleges and institutes - Some of them-—a great many of 
7 2 them —university graduates who 


Affiliated associations and pub- 


icity clubs have played a great 


have taken thei degree and so 
have reached 23 or 24 years of 


part, especially in the provinces When this year's education committee of the Advertising Association 

A set of nine books—the Butter- were photographed at a recent meeting Philip Stobo was unable to ge before secking a job. Many 

worth advertising library cover- be present From left to rieht: A. D. Davis. P. J. Rumble, Col believe they can break in without 

ing a wide variety of subjects, was George Warden, H. Q. Faichney, C. A. Bowack, Dr. A. J. Mcintosh starting on the bottom rung 

published Leslie E. Room (director-general). W. T. Moss, Wm. C. Thiele And there is the individual of 
In 1953, the Miles Thomas (chairman, presiding), W. Metson (assistant general secretary), Miss 27 oF 30, who has started off on 


Committee, in its report, signi- Audrey Deans, C. W. Cousland. Ivan Luckin, and A. Bruce MacColl @ Continued on page 2778 
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® Sunderland 

® West Hartlepool 
® Billingham 

® Stockton-on-Tees 


Say it in the... 


SUNDERLAND ECHO 
NORTHERN DAILY MAIL 


WEST HARTLEPOOL 


BILLINGHAM EXPRESS 
STOCKTON EXPRESS 


These newspapers have the qualities 
you want, a dense circulation and 


reader-confidence 


SOUND ADVERTISING VALUE IN COUNTY DURHAM 
LONDON OFFICE: 85 FLEET ST., E.C.4. Telephone CENtral 2845 


An ideal 


territory for 
Test Campaigns 


GREETINGS TO AA CONFERENCE DELEGATES FROM 


| 

! 
PUBLISHED EVERY FRIDAY : PRICE SIXPENCE I 

Eprror : Jon Kimcue | 
— T 

THE ONLY JEWISH PUBLICATION WITH 
ET SALES CERTIFICATE 
JULY-DEC., 1954 15,430 WEEKLY 
USED BY OVER FIFTY NATIONAL ADVERTISERS 
J 

A HIGHLY PROFITABLE ADVERTISING MEDIUM READ BY 
| JEWISH BUSINESS AND PROFESSIONAL MEN AND 


i WOMEN 
e 
; ADVERTISEMENT KEPRESENTATIVES 
, WILLIAM SAMUEL & CO (Lonpon) LTD 
| 17, PHILPOT LANE, E.C3 "eL. No. MAN 0428/9 


Mechanieal World 


AND ENCINEERING RECORD 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 
engineer. 

Send for free specimen copy and rate card 
EMMOTT & COMPANY LIMITED 

SH cnoe! 31 aes STREET WEST. MANCHESTER. 3 IF 
: SO TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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‘Agencies are the most 


suitable training ground’ 


the wrong foot and wants to 
rectify matters, and believes that 
advertising offers the solution to 
his problem. 

Enquiries for information on 
advertising aS a career come 
from University appointments 
boards, careers masters and heads 
of schools, Service education 
officers, and the Officers’ Associa- 
tion; from the Ministry of 
Labour Appointments Bureau. 
Scores of fathers are eager to 
Start their sons off on the right 
foot—-fathers already in adver- 
tising. And, by no means least, 
the young art student or the 
bright pupil who has impressed 
his own immediate circle with 
his drawings or compositions. 


IMMEDIATE EARNINGS 


How does one deal with the 
youngsters who leave school at 
the earliest opportunity, who 
come from homes where immedi- 
ate earnings are rated more 
highly than eventual career pos- 
sibilities? Wages paid for mes- 
sengers and juniors in central 
London are not attractive after 
deducting the high cost of bus 
and tube travel and meals. 

The school-leaver, aged 17. 
becomes liable for call-up for 
National Service within a year, 
and therefore, few firms will em- 
ploy him. Many young men with 
the required Matriculation or 
General Certificate of Education, 
upon returning to civil life after 
National Service at 20 or so, turn 
to advertising as a_ possible 
career. 

Many are misinformed about 
advertising. or ignorant of the 
talents, skills, and abilities de- 
manded, and there are always the 
“misfits.” 

How do 1 get into advertising? 

Does one tell the would-be 
entrant to write, telephone or call 
on all the agencies one by one 
until they are successful at find- 
ing a beginners’ job? 

Some, alas, already in advertis- 
ing in some form or another are 
misied and ill-advised by their 
biind and “clever” seniors, who 
should know better. In spite of 
all that has been done, the 
achievements and progress, the 
measures for improvement of the 
lot of the young student and the 
would-be entrant, and those half- 
way up the ladder, these know- 
al.s still delight in detracting 
trom the work of the Associa- 
tions, the Institutes and the 
Clubs; they talk big of the 
advertising “racket.” 

Where do we go from here? 
What is the first step? There is 
no established method of enter- 
ing into advertising and it is 
indeed a sorry problem. 


The agencies are the most 
suitable training ground, yet only 
a few of them assume their 
responsibility for taking be- 
ginners. Very few indeed. 


PROBLEM OF PAY 


I do not deny that some have 
excellent trainee schemes, but 
they are faced with pay problems, 
among others. A student from 
an art school has at least some 
training which might justify the 
£8 a week or so, and so has a 
typist, but what possible justifica 
tion is there for a young person 
with no training whatever, and 
if he is taken as a trainee, there 
is nothing to prevent him leaving 
the agency after six months or 
a year. 

Agencies invariably demand 
“previous agency experience,” 
and there is bidding for the too 
few experienced personnel avai!- 
able. 

A trainee is not bound to the 
employer for a definite period, 
as would be the case under 
articles or a legally indentured 
apprenticeship scheme. An om- 
ployer is under no obligation to 
provide any specific or generally 
accepted course of training, a 
generally accepted pre- -arranged 
scale of salaries is not laid down 


MODE OF ENTRY 


These are among many prob- 
lems which must be solved before 
a system can be evolved of some 
sort of apprenticeship which 
would establish a mode of entry 
to an advertising career which 
would stabilise salaries for 
beginners; which would enable 
employing firms to recoup them 
selves for an initial investment in 
a beginner by fixing a term for 
his service before hand. A scheme 
which, if favourably received by 
the Ministry of Education, and 
approved by the Ministry of 
Labour, would lead to deferment 
from National Service until com- 
pletion of the term of apprentice- 
ship. 

Here, then, is something which 
belongs to the future 

In the fourth of a series of 
articles written for ADVERTISER S 
WreEKLy a couple of years ago 
the late editor, ¢ D. Rant. 
envisaged the establishment of! 
a College of Advertising, financed 
and controlled by organised 
advertising, to provide residential 
courses with a nucleus of full 
ume tutors and a _ part-time 
tutorial staff drawn from practica! 

ialists. 

*PThe Leicester Colleges of Art 
and Technology projected an 
intensive course which could 
maybe, have provided a pattern. 


@ Continued on page 280 
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... INITIAL 
THOUGHTS 


East Midlands .... 
Fenlands .... East 
Anglia? 

There can be no doubt 
EAST MIDLAND 
ALLIED PRESS 

gives an unchallenged 

coverage. Sixteen 
papers circulating in 
eleven counties in the 

‘Heart of England’ 

at only 95/- s.ci. 


251,130 


copies per issue 
ABC July-Dec. 54 


London Representative : 
GEORGE JACKSON. Cliffords Inn 


ADVERTISER'S WEEKLY 


Stand Designer 
—in one easy lesson! 


No, no, Mr. Stand Designer, we’re not giving away 
your trade secrets! We're selling you Celotex Five- 
Star Hardboard. It’s practically designed for you. 
It’s economical (for clients), strong (for clumsy clots) 
and quickly worked and decorated (for last minute 


a Se rushes). In every way Celotex Five-Star Hardboard 


is better than natural timber. You can buy it in 


large sheets. You can store it easily. It is always 
the same first-class quality. Use Celotex Five-Star 
Hardboard for partitions, walls, counters, doors, 
cut-outs—everything. Write for further details and 
samples of this British-made product. 


CELoTEeEX 
FIVE-STAR 


Exceptional strength 


HARDBOARD 


Large sized sheets for economy 
Attractive, rich brown colour 
Ideal for all applied finishes 


Easily, quickly handled and fixed 


46 CHARLOTTE ST. a . os 
ADVERTISING DISPLAY | » tonpon, w.t. Made in Great Britain with all-British materials by 
SHOWCARDS - CUT-OUTS - POSTERS - WINDOW DISPLAYS Gs ia 


North Circular Road, Stonebridge Park, London, N.W.10 
Telephone : ELGar 5717 (10 lines) 
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_ _@ group of nine 
influential newspapers ‘Men must know more 


P A.B.C. NET 5 


HB.ois 


about marketing ast 


a. 


but difficulties prevented its pro- 
gress and fulfilment. 

Is it not possible and feasible 
that funds could be raised or 
presentations made, or founda- 


tions created for scholarships in 
advertising? * 


ONLY A DREAM 


A University Chair in adver- 
tising ? It is a dream, and an 
ill-considered dream. Advertising 
‘ —eenerereenre | Can never become a “profession” 

es : i | in the strict sense. If training 

and experience give them the y illiam T. Moss. 
right to practise, members of the 

4 advertising business certainly 
: diagnose and prescribe, but the bound to become more interna 
essential practicability and non tional and interdependent, and 
theoretical practise of so many whilst the time may not 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. EC4 


who has been 
greatly praised by the author 


he 


vet c 
of the subjects of the syllabus ripe for such a venture, looking 
makes training for advertising, into the future of education, this 
quite rightly, the province of the dream may yet come true 


ye 


t —— = technical college. I : ry c r hat this 
aoe rer e's possivic that visual aids article discusses, rather than pre 
in Advertising 


and recorded lectures, presenting dicts, and I make no apology, for 
66, WALDECK ROAD, CHISWICK 


the latest approaches of advertis- he would be a wise man, and a 
ing technique, could be pro- bold, who attempted to forecast 


W4 Tel: CHiswick 3359 & 1789 duced for students preparing for 


examination, but who Would pro- 
duce them, and who would pay How to find the 
for them? a 
The AA is an examining body right people? 
wer and cannot itself be responsible 
‘ for courses of study, though ob- EPORTS show that while, 
viously intensely interested in a few years ago, there 
\ oe higher standards of was a substantial surplus of 
tuition. job seekers and too few vacan- 
cies, last year there was a 
NOT GRADUATES surplus of jobs for which suit- 
I hear many young would-be able people were not avail- 
advertising people telling that able. There is certainly a 
they have been turned down be- higher standard of require- 
cause they are not university ment, and screening and selec- 
yraduates. University education tion is more consummate than 
is not in itself a qualification for ever. 
entry, which is not to say adver- * There are first-class recruits, 
oe ; tising cannot absorb university but there is also an urgent 
Advertising in the men and women. Far from it. necessity for machinery to 
‘ ; a” The industry holds a great future convert them into useful 
MIDDLE EAST Pec ollingget ce for them . material . . . (but). . . . There 
times wishful thinking, but My friend and esteemed = = established method of 
The AL-AHRAM the appeal to the public colleague on the education entering into advertising and 
SPECIAL BRITISH chrough the Meme Counties committee of the Advertising it is indeed a sorry problem. 
P : Newspapers Group — net Association, William T. Moss. 
ty TRADE Number will sales approaching 140,000 a man who has served __ the future of iy ren in oo 
— , copies weekly in Beds, Herts the industry so well in this tising. I know, however, that its 
shortly be closing for a Bucks E is of such matter of education over a future is safe in the hands of 
press. All enquiries re- dynamic force that there great many years, has = a who give a — given 
‘ ; ‘e cannot be any possible chanc me of his dream of a “Roya their time, wisdom and know 
garding space bookings of “the canal being die. Academy of Marketing and Ad- ledge fully and enthusiastically 
should be made without missed "’ from the mind of vertising.” Does this sound im- to this most important part of the 
delay to the U.K. the Buying Public possible? So, he says, did the advertising business. I have 
, is Mik it cies te eel 40d. tee setting up, in 1929, of any ex- worked with many of them and 
Agents 7 ited pe aminations at all, and education will never cease to admire their 
single column inch. in advertising, in step with ad- generosity and vision. 
e Represented in London by vertising progress generally, has The torch will be handed on 
ici gone a great way since then and more than one dream will 
Overseas Publicity & Papen KITCHEN, pr. cre. With such a centre, students become a reality, as have the 
Service Age » Ltd Head Ones LUTON Ps wey Og could come from all over the dreams of those whose inspi 
service Agency “9 ‘ world to receive training in the’ tion laid the foundations of 
29, Oxford Street, W.1 notin nent. any teteea basic principles of marketing and that has so far been achieved 
’ . ’ ome Vi | advertising The world is nar- They have said their Nun 
GERrard 0737 ; ) i rowing in its size Men must’  dimittis and watch now the con 
know more about marketing con- tinuance of the work they 
7 “2 ditions everywhere. Trade is _ started 
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67, 69, 71, SOUTHAMPTON ROW 
focphone iseon wr01 Stee) LONDON W.C.I. 


\\. OUTDOOR ADVERTISING AGENTS ./ 
“Pm aa” 


Distinctive 
markings #7 


Even the wildest savage 
realises the value of distinc- 
tive designs and markings. 
In industry similar import- 
ance is attached to the brand 
marking or trade marking of 
an endless variety of products. 
Butchers Transfers are ideal for this 
purpose—economical in cost, easy to apply, 
and permanent in use. 


Whatever your requirements, from 
large transfers for transport vehicles 
to the smallest trademark design, you 
could not do better than to ask 
BUTCHERS. 


BUTCHERS 
the Transfer pesple 


Write to Dept. A32 A\D. Approved 
J. H. BUTCHER & Co., Ltd., Solito Works, Moseley Rd., Birmingham, 12 
Tel : Calthorpe 2612 3. 


Grams: “*Solito "’ 


Birmingham. 
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— Microcostos: 


.. . or in plainer English, the little world 
covered by the West London Observer! It's read 
equally in mansion or mews, from 


Putney to Willesden, Kensington to Hounslow 
read eagerly every Friday for its me ws, 
views, Sports gossip and ads., big and small 
If vou've a message for *21,739 people and their families, 
why not send it via the 


Gest Dondon Observer 


BARNES @© MORTLAKE © KENSINGTON © PI NEY © RICHMOND 
SHEPHERDS BUSH @ FULHAM @ N ING HILL @ ACTON © PADDING TON 
HAMMERSMITH . wnt . MARYLEBONE . HARLESDEN 
HANWELL © CHISWICK @ Hi OW © BAYSWATER © BRINTRIORD 
WEST KENSINGTON . Hit . ANIGHTSBRIDGUT . ArwW 


Send for rate card and vou to 


W.L.0. OFFICES, 16, QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 


RiVerside 145! 


her 


Telephone 


* ABC CIRCULATION FIGURE 21,799 July-December, 1954 


ool HANNA 


=. 
a = | 
me 
—{ 
> 
<= 
—J 


TO ALL WHO ADVERTISE IN THE 


FARMING PRESS 


HEME. MAL CON 


eu A AGUA 


YOU CAN NOW PLAN 

YOUR ADVERTISING 

EXPENDITURE AND 
SPEND WISELY 


by obtaining a complete 


KHL NASH 1940 ANNO RBA UAL 


i hthaid! 


= RAL £3.30 for 

- AGRICULTU ond -ated 
ADVERTISING ~~ 
= rate for 
SPACE SURVEY 

2 See Advertiser's Weekly, 

z Apnil 21 


Phone or write to-day 


TRADE PRESS SURVEYS 


141, NEW BOND STREET, 
Telephone 


LONDON, W.! 
Grosvenor 6744 
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€4, as Substitute ra Pre D 


“Pry Happiness, 


Is dvocated by Kn: ] 
ae Knight, an English V;.. 
Clubs reborn after Ez ah Visit 
When Sir Charles =< . Ould SEEK Te 


first world W AF —continued 


From then on, of course, we have 
been holding British conventions 

now conferences—ever since. 

“There is not much doubt that 
the preparation for the 1924 con- 
vention helped very materially to 
establish a large number of clubs 
throughout the country, many of 
which are extremely successful 
to-day—Glasgow, Leeds, Leices- 
ter, Manchester, and so on. Most 
of these clubs had ‘gone west’ 
during the 1914-18 war, and ad- 
vertising men in the provincial 
cities were only too glad to get 
the publicity clubs re-started in 
their own towns.” 


Rise of 
Institute 


S Andrew Milne has now 

indicated, after the con- 
vention, the leaders of District 
14 thought it was time to set 
up an association of advertis- 
ing interests in this country. It 
was intended that this should 
maintain cordial relationships 
with the Associated Advertising 
Clubs of the World. 

A small central organisation 
was formed in 1925; and in the 
same year a Vigilance committee 
was set up (to become later the 
Advertisement Investigation De- 
partment of the Advertising Asso- 
ciation). At the Harrogate con- 
vention a committee was ap- 
pointed to draw up the constitu- 
tion of a permanent organisation. 
And in February, 1926, the Ad- 


The famous artist, Lawson 

Wood, drew this motor insurance 

advertisement in 1927. The 
agent was E. W. Barney. 


vertising Association was form- 
ally incorporated. The general 
strike prevented an exhibition 
planned for Blackpool in that 
year, so that the Association's 
first major effort was the very 
successful Advertising Exhibition 
at Olympia in 1927. 

It is now time to refer, all too 
briefly, to another vitally im- 
portant body, the Institute of 
Practitioners in Advertising, 
which had been formed in 
1927 to carry on and expand 
the work of the Association of 
British Advertising Agents. Con- 
cerned to raise the status as 
well as to protect the interests 
of advertising, the Institute ad- 
mitted to membership not only 
firms and companies as incor- 
porated or registered practi- 
tioners, but also the qualified 
members of their staffs, such as 
Fellows and Associates. 

The holding of examinations 
was a logical extension of this 
policy. Since the date of its in- 
ception there is hardly a single 
development of any importance 
in advertising in which the Insti 
tute has not played its part, often 
a leading one. 


These names 
made news 


UT while all this was going 
on, the range, influence 
and prestige of advertising was 
being developed by the hard 
work and talent of thousands 
of individuals. One or two of 
them succeeded brilliantly in 
advertising not merely goods 
but also themselves; and by 
common consent the supreme 
masters in this field were 
Charles Higham and William 
Crawford, the last of the old- 
style agents to rely on flair and 
personal showmanship. 
Higham and Crawford must 
have recognised each other as 
men of stature because the 
former, in order to impress a 
client, once called in the latter as 
a “consultant.” But Crawford 
also had to find his feet. It is 
told of him that, invited to stay 
with Northcliffe, he took to the 
great man’s home a book on 
etiquette He and his host 
had a drink before dinner, 
and when Crawford went up to 
his room he found that an oblig- 
ing valet had neatly laid out his 
dress clothes for him, and also 
the book—opened at a chapter 
“How to behave at dinner.” 
Samuel Benson was another in- 
teresting character—an ex-mer- 
chant sea captain, who would 


Higham went to 
America to pub- 22> 
licise Indian tea, he % 
obtained enormous | 
publicity for tea- & 
drinking. He also & 
obtained enormous & 
publicity for Sir 
Charles Higham. 
One heading read: 
“Singing of the tea 
kettle will be 
America’s sone... 
seductive cup to 
lure us to ways of 
righteousness.” 


\ Tea-Drinking America in 
Five Years, Sir Charles’ Ides 
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never take advertisements either 
for patent medicines or liquor. 
One wonders what he would have 
thought of his agency’s brilliant, 
and profitable, Guinness posters. 
Benson used to make his office 
boys do physical jerks on the top 
of Kingsway Hall during the 
summer. They used to go up by 
the winding staircase which 
figures in Murder Must Adver- 
tise, by Dorothy Sayers, who 
was herself a copywriter at Ben- 
son’s, a connection commem- 
orated in a plaque unveiled by 
her in 1950. It read “Down this 
staircase was precipitated to his 
death, with malice aforethought 
and for the gratification of all 
who appreciate the fine art of 
murder, Victor Dean, of Pym’s 
Publicity, 25 May MCMXXXIIL. 


Murder must advertise.” 


MEMBERS ‘ON TRIAL’ 


But it is inevitable, in an in- 
dustry in which originality and 
individuality count for so much, 
that interesting characters should 
abound. Also interesting clubs. 
There were, for instance, the 
Waggoners, who preceded the 
Creative Circle. One useful func- 
tion performed by the Waggoners 
was to put on “trial” members 
who, they thought, had done 
something not quite right, such 
as canvassing another's clients. 
Though this was done in a 
humorous spirit it was not with- 
out effect 

There was also a Bachelors’ 
Union formed by a number of 
advertising and press men whose 
alleged grievance it was that the 
marriage contract was too one 
sided and placed an unfair bur- 
den on the male! In spite of this, 
however, and in spite of the good 
times which the members used 
to have at a tavern, they all com- 
mitted matrimony—with the one 
incorruptible exception of Claude 
Lintott, of Presbury’s. 

From these lighthearted affairs 
I must turn to the period of the 
second world war and its prob- 
lems for advertising. Within a 
few days of the outbreak, the Ad- 


vertising Association had become 
deeply concerned about the like- 
lihood of unnecessary restrictions 
on branded goods, which would 
mean their elimination from the 
market and the loss or suspension 
of goodwill. 


THE TASKS AHEAD 


Already in 1944, the Advertising 
Association, foreseeing the prob- 
lems of the resettlement of 
labour, had published a pamphlet 
on Advertising and Employment. 
and a year later it decided to 
establish the Central Appoint- 
ments Bureau. Nineteen hundred 
and forty-six saw further moves 
towards the extension and im 
provement of existing codes of 
standards in advertising, efforts to 
revive contacts with advertising 
organisations overseas, and the 
restarting of several clubs with 
the help of the Association's club 
development committee. 

In 1951, a quarter of a century 
after the great International Con- 
vention of 1924, the advertising 
industry demonstrated by holding 
another great International Con 
vention in London that it had 
now recovered from the war and 
was ready to face, with all its 
wonted virility, tasks that lay 
ahead—particularly the need for 
a campaign of public relations 
for advertising. 


Were you 
right ? 


Believe or not, the little 
nnocents were : 
Wm. W. J. Studd 
Andrew Milne 
Hubert Oughton 
John Verrinder 
Drummond Armstrong 
Cecil D. Notley 
Henry Yoxall 
Gordon Boggon 
J. M. Beable 
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GENERAL HEAVY ENGINEERING 


Exports from U.K. to Commonwe 


GENERAL LIGHT ENGINEERING 
Exports 
£65,538,00% 


BUILDINGS AND MATERIALS 


NEW COMMONWEALTH...” 
The best medium for Capital Goods 


NEW COMMONWEALTH simplifies the task of adver- 


tising to the buyers of capital goods in more than 50  mecwanicat! 
HANDLING 
territories and countries in the Commonwealth. Through  [QU/PMENT 


Exports K.t 


3.904 001 


one medium advertisers can reach these influential : 


readers who are distributed throughout one quarter DIESEL AND PETROL ENGINES 


Exports fron Kee mmonwealth in 


of the world. : 952, £42,036,000 


ELECTRICAL EQUIPMENT 


} s from UF 


CONTRACTORS’ PLANT : 


Commonwealtt in 952 
rts fron 


K. to Commonwealth ir £89 854,00 


AGRICULTURAL EQUIPMENT, 
3 f, Kt 


Exborts 


TRANSPORTATION 
Exports of equipment 
from U.K. to 
Commonwealth in 1952, 
£184,581 ,000 


Published by TOTHILL PRESS LIMITED, 
33 TOTHILL STREET, LONDON, S.W.1! ~~ shy 
Telephone: Whitehall 9233 (12 lines) Telegraphic Address : Comwealth, Pari, London Rr 
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Photograph of 
the Month—13 


Persuading 
the 
consumer 


TT.HE uses to which our 

Photograph of the 
Month selections have been 
put are numerous: press adver- 
tising, posters, brochures, 
direct mail enclosures. But 
now, for the first ume, we have 
a photograph which was taken 
specifically to serve in a point- 
of-sale display piece... a 
pack crowner” for One- 
Minute Quaker Oats. 

In case any reader is not fully 
initiated in the lore and language 
of point-of-sale, a “pack 
crowner is an attractive cut 
out which sits on the top of the 
regular pack, whatever that hap- 
pens to be, and extols the pro- 
duct’s virtues 


Pack crowner wanted 


In this case, Foote, Cone and 
Belding were designing for 
Quaker Oats a pack crowner 
which incorporated the slogan 
“Ruild up with One Minute 
Quaker Oats—the fastest por- 
ridge!” So the idea in F.C.B 
artist designer Basil Smith's 
mind was that of an attractive 
child feverishly tucking into a 
plate of One-Minute Quaker 

The photographer selected was 
W. E. G. Harrison, of Studio 
Briggs Ltd.. of Chenies St. 
London, W.C.1. The 90-minute 
battle between Harrison and the 
Quaker baby was a classic of 
studio patience 

Within 10 minutes, the photo- 
grapher, the client, the agency 
representatives and various mem- 
bers of the studio staff knew 
only too well the baby's 
opinion of porridge in general, 
and Quick Quaker porridge in 
particular. Everything was liber- 
ally bespattered except 
baby's gullet 


Burying the sweet 


For 60 minutes, the little model 
just threw porridge around. But 
none was caten! Then a brain- 
wave-—bury pieces of chocolate 
in the porridge ! 

This led to Johnny Bright 
plunging his little fingers into the 
rapidly cooling sticky mess To 
spoon it, he flatly refused: but 
the new finger technique did 
enable him to get more porridge 
on to Studio Briggs apparatus 
and fittings 


Photography 


By this time, all hapes of 
achieving photographs according 
to Basil Smith's careful layouts 
were abandoned, and removing 
jumps of cold porridge from his 
whole-plate camera, W. E. G 
Harrison—no doubt wishing him 
self back in the relatively unevent 
ful field of RAF aerial combat 
photography decided to play the 
waiting game, and pretend he did 
not care 

Suddenly there it was. The 
adorable child clenched his spoon 
in a dripping fist, lambasted his 
porridge until it flew in all direc 
tions——then stuffed spoon 
porridge and chocolate into his 
mouth with defiant impudence 
and Harrison had his picture 
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in Advertising . 


There have been child studies 
in this series before; but never 
one the securing of which was so 
much trouble or shock to the 
nervous system 


Real selling shot 


It is, by the unanimous agree- 
ment of the selection panel, out- 
Standing in its field—a_ real 
punchy, selling shot—technically 
well-nigh perfect—on which all 
concerned deserve congratula- 
tions 

It is also an admirable example 
of the patient trouble to which 
the truly inspired creative team 
will go, to achieve perfection in 
the chosen illustration 


N the first issue of each 
month ADVERTISER S 
WeeEKLY is publishing an 
outstanding commercial 
photograph chosen by a 
selection panel comprising 
a nominee of the Institute 
of British Photographers, 
the Editor of ADVERTISER'S 
Weekty and John Heron. 
Photographs should be sent 
to the Editor and the test of 
eligibility is simply this .. . 
is the photograph selling 
something? 
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Variety, as well as being the spice 
of life, is the special province of 
Iiford HP3. Over the whole range 
of subjects covered by the camera, 
there are probably more out- 
standing photographs taken on 
HP3 than on any other sensitised 
material. Time after time, the pictures that 
come first in competitions, the pictures that 
scoop the news, and the pictures singled out for 
praise in every field are made on Ilford HP3. 


you make more of it on 


ILFORD 43 
you see more of it on ILFORD 


PRESS BROMIDE 


the natural white Bromide Paper 


Ilford Press Bromide is specially designed to provide 
just the right quality in prints intended for reproduction. 
It gives a full range of well-graded tones from pure, 
natural whites to rich, non-bronzing blacks and is supplied 


in five contrasts to suit all types of negatives. 
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Their lifeline - your exports 
A valuable market within your grasp 


Vital foodstuffs, clothing and those little extra luxuries are 
important to the Dutch. Holland spends £ 94 million a year 
on trade with the U.K. to provide her families with a high 
standard of living. 


Het Vrye Volk’s readers are families, 52°. with children 
under 16. Increase your sales in Holland through the family 
readership of Holland's largest national daily 


Het Vrije Volk 


Gilenne-—=l. 


14, Dover Street, London, W.1. Mayfair 8615 


For widespread coverage 
of the Dutch market and 


predominating readership 
in the Amsterdam area 


HET PARG)L 


Holland's leading independent national daily 


Subscribers: 
AMSTERDAM - - 
REST OF HOLLAND - 


90,000 
50,000 
140,000 
id 
London Office : 


FRANK L. CRANE, 69 Fleet Street, E.C.4 
CENtral 2811 
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With very broad awnings, to keep off rain, two long shopping streets, 
in the shape of the letter “L’ have been built in Rotterdam. No 
traffic may enter the streets (styled the “Lijnbaan”) and the idea has 


been to enable the 


blic to carry out its shopping undisturbed. 


Big increase in volume 


of retail trading 


J[NDUSTRIAL production in 
Holland last year was more 
than 70 per cent above the pre- 
war figure according to a 
report recently issued by the 
Ministry of Economic Affairs. 
The average production per 
worker was 10 per cent higher. 
Real income per head of the 
population has been estimated 
at between five and 10 per cent 
above that for 1938. 

Another set of figures (in this 
instance published by the Econo- 
mische Instituut voor de Midden- 
stand, an organisation that makes 
a special study of retail trade 
problems) indicates that a strik- 
ing increase in the turnover of 
internal trade took place in the 
country last year. Compared 
with 1953, the turnover in the 
food sector showed increases 
ranging from four per cent for 
bakers to 11 per cent for 
butchers. In the durable goods 
sector, the increases varied from 
eight per cent for books and 
publications to 12 per cent for 
household articles. In the luxury 
goods category, the expansion ran 
from three per cent for tobacco 
up to 11 per cent for drinks. 

Provisional Statistics have 


shown that the population on 
January | was 10,679,000, repre- 
senting an_ increase over the 


| 


SERVICE AGENCY LTD. 


29, Oxtord Street, W.! 


| Phone: GER 07378 | 


HOLLAND 


previous year of 129,000 and a 
population density of 853 per 
square mile. The same statistics 
show that the average expecta- 
tion of life is now 70.6 years for 
men, and 72.9 years for women, 
which is claimed to be the highest 
national figure in the world, 
According to a report from the 
United Kingdom Board of Trade 
the authorities in Holland have 
had a law under consideration 
designed to operate some control 
over the “free gift” incentives 


@ Continued on page 287 


Shoppers have ample space to 

move about in when they visit 

the new specially constructed 

“Lijnbaan"” arcade. Some 

ultra modern shops are located 
within it. 
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Bright future foreseen 
for US ad novelties 


OOMING sales and a 
record attendance of 1,654 
buyers from North and South 
America and as far distant as 
Hawaii were recorded at the 


Musical comedy Star, Iva 
Withers, examines some of the 
items on show at the Advertising 
Specialty National Association's 
recent show in Chicago. 


Advertising Specialty National 
Association’s third annual 
spring show held recently at 
Chicago. 

The heavy volume of buying 
and the attendance (nearly double 
that of the first spring show in 
1953) drew a prediction from 
ASNA president, Robert E. Yaw, 
that this year’s specialty industry 
will gross “at least” 10 per cent 
more than in 1954. 

“I am being quite conservative 
in saying that we will have at 
least a 10 per cent increase in 
business during 1955,” Mr. Yaw 
said. “The specialty industry, 
which grossed $400 million in 
1954, increased 10 per cent over 
1953. The extremely heavy 
volume of business transacted at 
this year’s show demonstrated in 
clear and convincing fashion that 
the industry has emerged with 
new stature as a major medium 
of advertising.” 

During the five-day event, 
buyers saw the displays of 120 
manufacturers and members of 
the national trade association 
conferred on industry problems, 
sales training, and business 
techniques. 

Some 10,000 types of advertis- 


ing items were displayed. These 
included pens, pencils, calendars, 
ash trays, painters’ caps, cigarette 
lighters, thermometers, and other 
useful articles which can be im- 
printed with the message of an 
advertiser and distributed to con- 
sumers and business prospects 

Among the new advertising 

specialities on show were: 

@A “chlorophyll - headache” 
pencil with a transparent 
case. The case contains the 
relevant tablets. 
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@ A perpetual pocket calendar 
which can tell the user the 
day of the week for any 
given date for the next 25 
years. 

@A pocket tool which can 
become three sizes of screw- 
driver, an awl, and a tape 
measure. 

The exhibits also included busi- 
ness gifts. Among those which 
created particular attention was 4 
bracelet on which is hung a tiny 
Swiss music-box. 


FOCUS ON HOLLAND —continued 


being used in advertising by 
manufacturers and retailers. The 
basic purpose of this law is to 
prohibit the use of these incen- 
tives unless the gifts themselves 
have some close connection with 
the article being sold, and in this 
way to avoid injuring trade in any 
particular line by the flooding 
of the market with free gifts 
Following the revision of the 
turnover tax system introduced 
at the beginning of the year, the 
government have now issued a 
decree fixing wholesale and retail 
profits at the margin obtaining 
during the first nine months of 
1954 less the percentage by which 
turnover tax has been reduced 
The effect is to force wholesalers 
and retailers to adjust their prices 
in accordance with the turnover 
tax revisions and to prevent them 
from making new and unjustifi 
able marginal profits at the 


It’s a good job 
eve asked Nim along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage. 


Speak to Wags 


expense of the consumer. The 
organised wholesale trade has 
announced its support for these 
measures 

* * * 

THe Reyat Netherlands Auto- 
mobile Club has calculated that 
over 91,000 new motor vehicles 
including chassis were imported, 
assembled and manufactured in 
Holland last year This was 
some 37,000 more than in 1953 
As to new passenger cars 32,000 
were imported against 22,000 in 
1953 and 17,000 vehicles were 
assembled or manufactured as 
against 11,000 Motor scooter 
imports at 5,400 were double the 
1953 figure. The power-assisted 
bicycle has shown an even more 
striking increase and it is esti- 
mated that there are now 8.8 to 
every square kilometre as against 
2.7 in France and less than one 
in Great Britain. 


Telephone: CENTRAL 4211 


19 New Bridge Street - London EC, 
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Commercial Art & Photography 
Terminus 8770 


0073 


R. P. GOSSOP LTD. 


o irtists’ Agents e 
%6, CARTER LANE, E.C.4 
CENTRAL 6950 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 
“THE WATER & SANITARY 
ENGINEER” 


is unbeatable as a first rate 


medium. Contact the Advertise- 
ment Manager at 32 Finsbury 
Square, E.C.2, of phone 


MONarch 1541. 


Consell a 
SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-8 


HIGHEST GRAOE 
CLEAN » SHAnP 
RATT MANSHID 


SPEEDY SERVICE 
\ EXPRESS & 
DELIVERY 


HENDON 
BILLPOSTING 
OMPANY 

all 


Babe set on oe’ 


__37 SPRING STREET w.2. 


“Lookin’ arter tew ‘underd 


leave me much 


the 


milkers don't 


tomme ter read paapers o’ 


week days,—‘zept praps ter zee 


the price o° feed stuffs an’ that 


“Week-ends, now, that’s a 
different taale 
“And, mind yew, teddn’ the 


Yewnited Neashuns nor Vormosa 


I do want read abeout—'tes 


bin 


to 


what's ‘appenin” yur in 


Zummerzet, where I do live. 


“That's whoi the virst paaper I 
the 


looks at is Zummerzet 


Gurdiun 


Make sure these three completely 
distinct weeklies are 
in your schedule : 


r oQWERSET, GUARDIAN 
ath WEEK 
: GUROWCLE 
AND WERALD 


* they reach the prosperous West 
countryman at week-ends when 
he has time to read them. 
GROUP RATE i2s. 6d. per inch 
Further information from 

S. H. Roberts, 134 Fleet Street, London, 
ECA 4rnold Ellis, Cromford House 
Market Street, Manchester, 4, of Head 


Office, 33 Westgate Street, Bath 
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Famous people in disguise 


draw competition entries 


HE papers of the North 

Wales and Border Counties 
Group recently ran an unusual 
competition in the weekly news- 
paper field. 

The prizes included a new 
Morris Minor car, a Ferguson TV 
set, and a Hoover’ washing 
machine—plus 40 consolation 
prizes, amounting in value to 
nearly £100 

The form 
was the 
famous 


of the competition 
identification of eight 
personalities whose 
pictures had been slightly dis- 
guised, and the placing of such 
personalities in the order in which 
they had won Gilbert Harding's 
admiration 

The entry fee was 6d.. and the 
entire proceeds went to the 
National Association of Parents 
of Backward Children, North 
Wales branch 

The thousands of _ entries 
received indicated the great popu- 
larity and of the com- 
petition 


suceess 


* - * 


the Sunder- 
16-page supple- 
Home of Your 


CONGRATULATING 
land Ee ri« ona 
ment “Choose a 
Own,” the Minister of Housing 
and Local Government, Mr. 
Duncan Sandys, MP, wrote: “I 
hope and believe that many who 
read it will be inspired to try and 
own their own homes.” 

The reports and articles were 
chosen to help readers turn their 
castles in the air into bricks and 
mortar Pictorially, too, the 
supplement gave a varied view of 
housing prospects, and space was 
devoted to interior decoration 

The advertisements 
splendidly chosen 


were 
A noteworthy 


Carlisle newsagents 
land New spa pers, Lid 
Cumberland Evening 

and met the star, 


were 


News 
David 


recently 
proprietors 

They 
Whitfield 


WILTON EVAN 


example was this copy 
Over 300,000 
will get new houses this year 
More than two-thirds of 
over 200,000—will get houses 
with solid ground floors covered 


moe 


people 


them 


in’ many cases with Marley 
Tiles Lucky people They 
will save money and have life- 
long freedom from dry rot 
woodworm and underfloor 
draughts. Such floors will not 
shrink, swell or splinter. There 


are no cracks for ants to craw! 
through, and no mice either f 
Marley floor is a_ finished, 
decorative floor which needs no 
other floor covering 


Keep asking till you get the 
house you want—a _ good 
trouble-free house with a solid 


ground floor covered with 
MARLEY TILES 

7 7. * 
THe paGes of the Border 


Counties Advertiser in a weent 
issue brought a lively atmosphere 
of summer holidays to its readers 
in the form of a three full-page 
holiday supplement 


This supplement contained 
over 14 columns of advertise 
ments—from holiday camps, 


airlines, tourist agencies, shipping 
lines, etc 


entertained to dinner by Cumber- 
of “Cumberland News 
then went to a Carlisle theatre 
who signed autographs 
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Use the Provincial Weeklies 
in your campaign 


Aw my papers are members of the 
A.B.C., all have flat rates and each one is 
the acknowledged leader in its own 


field. 


Give me a ring at Central 2626 for 


full details of the coverage I can offer in 


these important areas. 


All A.B.C. members 
All Flat Rates 


) David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
lelephone: CENTRAL 2626 


Representing 


RKENHEAD NEWS GROUP COVENTRY STANDARD RUGBY ADVERTISER 
Sot RNEMOUTH TIMES SERIES CUMBERLAND & WELLINGTON JOURNAL & _ 
BURY TIMES GROUP WESTMORLAND HERALD SHREWSBURY NEWS 
CAERNARVON HERALD SERIES MIDDLETON GUARDIAN WHITEHAVEN NEWS SERIES 
CHESTER CHRONICLE SERIES ROCHDALE OBSERVER SERIES WINDSOR SLOUGH & ETON 


A.B.C. Net Sales in excess of 475,000 


EXPRESS 


ST HELENS 
REPORTER 


GROUP OF 


4 NEWSPAPERS 


ENTERS MORE THAN 


60,000 


HOMES EVERY WEEK 


Inclusive Rate 
24’6 Single Col. Inch. 


134, FLEET ST. E.C.4. CENT. 7620 

CROMFORD HOUSE - MARKET STREET, 

MANCHESTER . BLA 6987 

73 CHURCH STREET - = ST. HELENS. 
ST. HELENS 2285 (4 Lines). 


Talking of 
CLASSIFIEDS 


In a letter of appreciation a lady who 
ordered one insertion of a classified 
advertisement of 19 words, ‘‘ Drakes for 


sale *’, in the Belfast News-Letter, says, 


| got more orders 


. ks. 
Many than teemed paper than 


through your es 
| could supply.” 


It pays to advertise 


in an influential morning newspaper. 


Belfast News-Letter 


Established 1737. More thon a Newspoper—on Institution. 
Donegall Street, Belfast. 85 Fleet Street, London. 


a a 
a» 
= ~ 
re % | 
F 
- . . 
| — a ‘¥ 
a lS \ a yo 
rs a ) ae e.. 
? —— Nin s. ; 
= oo | | 
= co A + 
. 
q 
= a ak 
&£ — Se 
| = ——= ee 
: SSS — 
_ SSS ee 
Ey | 
a 
—— 
po | FE 
ee 
e 


: ADVERTISER'S WEEKLY 290 May 5, 1955 


d 25 AGENCIES IN 
SOUTH AFRICAN 
ASSOCIATION 


FROM Douglas Cocksedge (a 
director of the South Africa agency. 


Xperience amely J farri - 
; P. N. Barrett Co. (Pty.) yn 7 Aig vs pac = _ Pony Bap Heard but 
fod in this country until the middle o rye yegg we r nate 

July. J learn that there are 25 Harris Advertising, Ltd. Mr. Harris not seen 


is now in fh 7ist year At the gc 
recognised advertising agencies in 2 


St africa Recognised by of 20 he was appointed advertising MOCK-WORDSWORTH was 
a! tite cu | secu 


om? By the Advertising Agents’ and sales manager of a small soap used. I hear, by IPR president Lex 
a = - 2 ~ re tg ‘Alrica (of company. which was afterwards Hornsby to introduce Sir Walter 
SSOCTALION ' te ‘ » wer } ve “le te i; a © 
a which he is president) and by the — hd y Lever Bros. a: Monckton bw delega - hae h sixth Peter Easton, PRO at Downtons 
_ ; n Augu ext he celebrates his annual week-end conference of the ; > 
South African Broadcasting Cor- 5 Ps = nor statin or se Ltd receives from film actress 
. poration golden wedding | _ of Public Relations on Phyilis Calvert an Italian teapot as 
The headquarters of the Associa : "In “Fe he Cuckoo” W th second prize in a Concours d'Elé- 
on are in Johannesburg and there Soan selling In © the Cuckoo ordsworth gance of Italian cars arranged as 
are local consultative committees 7 wrote ; part of an “Italian Week hy 
in Durbar Port Elizabeth, and AN exhibition with a particularly O blithe newcomer! I have heard Bentalls Lid of Kingston He 
a Cape Tow: Its constitution and strong advertising interest has beer I hear thee and rejoice entered his Fiat 1100 TV, purchased 
ter by-laws follow closely on the held in ti ff information room O cuckoo! Shall I call thee bird three days previously 
a precepts of our own IPA and the at Unilever House. By means of or but a wandering voice? * ~ * 
j Four A's. o 1 about half a dozen panel displays it Mr. Hornsby's “O Minister. shal! sad 
Mr. Cocksedge, whose agency has recounted the history of Pears | call thee Sir, or but a wandering Back from a three months 
handles accour f the calibre of Soap, showing a model of old voice” ushered into the Pump Room absence combining a lithe work 
BOAC G Industries and Andrew Pears’s shop in Soho and at Bath the voice of Sir Walter with a lot of pleasure is Mrs. 
Reck ind Colman, claims that the the original cake of Pears soap speaking from his office in London, Frankie Alan Smith, senior press 
British manufacturers’ attitude fo- Advertisi: zemius came into the where he had been detained by the Officer with LIS (Lintas Informa 
wards advertising in South Africa firm 90 y go in the person of threat of a rail strike. His message tion Service). Mrs. Smith has been 
t mproved greatly since the war Thomas Barratt. was relayed by land line, and for visiting her husband, a consulting 
I ar becoming increasingly In the pr s 80 years the firn making these arrangements Mr engineer in Australia, and doing 
¢ ss of the need for on-the had = sper £500 in advertising Hornsby thanked Tim Traverse some work for Lintas in Sydney 
op gency rvic Within a few years, Barratt sper Healy, of F. C. Pritchard, Wood & On the way back she visited th 
H nself docs a certain amount £126,000 r posters, railway and Partners public relations department of 
f j with UK adver press adver g- In 1889, 1,70 Another interesting quote trom Lever’s in ,New York Whi le_in 
! m to working newspaper roughout the world the conference was that of a local Australia she had the distinction 
‘ heir agencies. Barrett are honoured him wit i bangu newspap reporter, who described of being the only Eng ish person 
rey { thi country by which they gave a servic f the IPR gathering as “the best at a dinner of Soroptimists (pro- 
( Lid whose managing plate valu those days at £1,000 dressed conference we have ever fessional women’s clubs) 
D. M. Fenton. It was Thomas Barratt ) een in Bath’! Mrs. Smith's career has been 
* a * bought for Pears “ool ee Pan Sane MENS Wiee see S € 
sortrait (displayed at the ext ‘ : as beer ne ome taler 
A MONG the delegates at Brighton om) and persuaded Lily Langgtry Gett ing his scout in Europe for Paramount 
for AA { ferer will be one to write a testimonial saying that deserts? head of the short subjects division 
wi} ks h s the oldest, not she had discarded all other soaps ir wekoabia . of America’s Office of War informa 
essarily in ag it in advertising favour of Pears ADVERTISING space to the total uon films division ; and after the 
of over £6,000 has been taken War was in Germany as assignment 
ogramme for the charity — on te AOW etsiiies ‘ailiais 
ce of * Fiesta in Uraguay, et SS SOCRS PAAUTE Calor 
ind Spencer musical of the French publication Réalis 
the Scala Theatre this It was about a couple of years ag 
week. The show is written, composed that she accepted the invitation of 


and acted by Mrs. Gina Franklin, director of 

employees of LIS. to join her 

~ eeupeny, * * * 

ohn xen- : 

bould, who is APROPOS recent references to 

handling the ‘no holds barred” in Indian copy 

publicity, tells writing, I have received from Philip 

me. : Barron a specimen that ‘would rock 
Proceeds our AID committee to its founda 

from the nlons 


g ROE TELEVISION 
' LIMITED 


charity per- An Indian advertiser claims to 
formance will have discovered the “principles of 
be equally potentization through continuous 
divided be trituration and the principle rf 
tween the power to cure which is inherent 

National nine precious germs for effectiy 
Playing Fields relief in cases of heart diseases 
Association nervous debility, blood poisoning 
and the sup- digestive disorders, insanity, dia 


pyling of equipment to a pioneer betes, hysteria, piles and asthma 

settlement in the Negev . . " 
Mr. Oxenbould, who in addition CONTACT 

to editing a fortnightly news-sheet 


NATIONAL Or REGIONAL | Se See cape of 


M & §S, also advises on press and o 

’ public relations generally, has two WEEK $ WISECRACK 
5 *° parts inthe show. “ There's probably 
programmes - 4 moral in it somewhere, but I'm a 
reporter before the interval, and a 
gaoler after it,’ he says. 


ideally placed for 


ROE TELEVISION LIMITED 


x * * * 
*. T . 

Directors: GRAHAM ROE, DEREK J. ROE Se 2 WO water colour paintings by 
ef ° Gordon Randall, studio manager 
‘ of Reid Walker Advertising, have 
= been accepted for exhibition at 
‘ me 6Fs«othis «year’s Royal Academy The 

& LONDON MANCHESTER : subjects are a Thameside inn and 
™ T GROSVENOR STREET 


LONDON W1 | ST ANN'S SQUARE. MANCHESTER] a winter canal scene. Two years  Je’s the Regency period for 
: ago a moorland cottage stuc id 


re; oe Peiephone. GROsvenor &228 (3 lines) Telephone BLAckfriars 9786 (4 tines) 38 him was the subject of favourable “hich Brighton’s famous, 

Se oa comment at Burlington House and Carruthers, so you're hardly 

his work has also been exhibited enegitghed to wear your 
Mr. Randall lives at Twickenham Edwardian suit.” 


at the Royal Institute 
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ADVERTISE 


in 
The Paper 


with the 


LARGE 
CIRCULATION 


Many repeat orders 


show its 


GREAT PULLING POWER 
Rate card from : THE 
CHRISTIAN HERALD 
Co. Ltd. 


4, Western Esplanade, Portslade, Sussex. 
or 167, Queen Victoria Street, London, E.C.4. 


Tel.: CEN 3624 


TOP-LEVEL 
ACCOUNT 


London Advertising Agency of medium size 
has vacancy for a senior executive. The choice 


will fall upon a person whose calibre merits an 


EXECUTIVE 


Our own staff are aware 


appointment to the 
board, probably in 
the near future. 
of this advertisement, and candidates may write 
in full confidence to Managing Director, 


Box 0916 Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


THE LEADING BRITISH JOURNAL OF METAL 
WORKING PRACTICE AND MACHINE TOOLS 


MACHINERY is published for engineering executives from 
the drawing office to the production line. They are known 
by many titles and their responsibilities vary from firm to 
firm, but these are the who together make decisions 
concerning every aspect the manufacture of a metal pro 
duct. . . including the important one of specifying and buying 
materials, machine tools, manufacturing equipment, small 


unit parts and accessories 


CERTIFIED DISTRIBUTION 
11,311 copies per week 93% paid 


tools, 


Analyses of Machinery) 
Circulation Coverage (a 
cording to Positions held by 
Readers, Trades, Overseas 
Markets, etc.), Copy of 
Chartered Accountants 
Certificate of Circulation, 
Advertising Rates & Data 

gladly supplied on request 


PUBLISHED 
EVERY 
FRIDAY 


NATIONAL HOUSE, WEST ST., BRIGHTON 


Telephone: Brighton 27356. Telegrams: Machtool, Brighton 
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‘Do it yourself’ 


feature repeated 
A new Picture Post promotion 


folder, enclosing an Apmil 2 copy, 
announces that its “do it yourself” 
advertising feature will be repeated 
in the October 1 issue. The pages 
comprise four quarter-page hori- 
zontal strips, each carrying four 
captioned illustrations of the pro- 
duct being used by the householder, 
plus the advertisement itself. Cost 
of a single unit of space, states 
the folder, is £275. It is planned 
© include merchandising with de- 
partmental stores 
* 

The audited circulation of the 
Newsweek European for July to 
December, 1954, was 33,633. Adver- 
using rates during this period were 
based on a guaranteed minimum 
cweulation of 30,000 

* . 

In the nine days of publication 
since the resumption of printing the 
Daily Telegraph state that they have 
shed 279 columns of classified 

nouncements This, they say, 
reduces to some extent the delay 
n publication of fresh announce- 
ments The delay at this time is 
considerably reduced in the major 
classifications, as follows 

Situations, 93 columns; officials, 
‘44 columns; Forthcoming Mar- 
riages, Births, Marriages and Deaths, 
S2 columns; and Property and 
Auctions, 28 columns 

With the use of larger newspapers 
in the next few aan it is hoped 


nut 
m 


to reduce this delay to “reasonable” 


proportions 


On Wednesday, May 18, the 
British Motor Industry and Export 
number of The Motor, will be pub- 
lished 

» od . 

Radio and Hobbies, claimed to 
be the leading publication of its 
type in Australia, has now had its 
title changed to Radio, Television 
and Hobbies. There is no change 
in cither format or rates 

” ” + 

In John Bull, on sale next Wed- 
nesday. Sir Miles Thomas, chairman 
and chief executive of BOAC. is the 
subject of a profile by Wilfred 
Greatorex 

* * o 

IMustrated, on sale next Wednes- 
day, publishes Sir Richard Acland’s 
views on “Why I Wanted an 
H-bomb Election.” He is answered 
by John Strachey, for Labour; and 
lan Harvey, for the Conservatives, 

” * » 

Woman, on sale next Thursday, 
is the second of three special issues 
preparing readers for the summer 

* * 7 

Amateur Photographer (Asso- 
ciated Iliffe Press), which is help- 
ing in the organisation of the first 
British Photo Fair for over 20 
years, in the New Horticultural 
Hall from Monday, May 16 to 
Saturday, May 21, is publishing a 
special “ Photo Fair Number” on 
Wednesday, May 18 

* o 7 

The National Magazine Co., Lid., 
State that owing to response to sub- 
scriptions for ‘ Happy Home, 
and binding difficulties, the pub 
lishing date has been postponed 
until Monday, May 16, in order 
that supplies can be fairly allocated. 


WASS PRITCHARD 
— CO. LTD. 
Colour Printers 


85, FENCHURCH STREET, E.C.3 


ROYAL 714l 


‘Tatler’ & ‘Sketch’ 


Lege changes 


the “Tatler” and the 

“gheteh” have redesigned their 
front covers, which will no 
longer carry advertisements. 
From May 11, the “Tatler,” 
while still showing its famous 
figure viewing the social world 
through a quizzing glass, will 
have a full colour illustration. 
The “Sketch” will also have a 
coloured cover. Both magazines 
are being improved internally. 

New advertisement rate in- 
creases are announced for five 
Iustrated London Newspapers 
magazines as _ follows: 
“Tatler,” black and white, £220 
per page and pro rata (raised 
from £200); fourcolour £334 
(£300). The “Sketch,” black and 
white, £130 (£120); four-colour, 
£210 (£190). “ IMustrated Lon- 
don News,” black and white, 
£260 (£240); four-colour, £375 
(£340). The “Sphere” biack 
and white, £160 (£150); four- 
colour, £235 (£215). “Sport & 
Country,” black and white £96 
(£90); four-colour, £180 (£170). 

With the exception of the full 
colour rates for the “Illustrated 
London News” and the “Tatler,” 
the advertisement rates have 
remained unchanged for 7} 
years. 


The Friend, the Quaker weekly 
journal, has increased its advertise- 
ment rates to £18 per page and 
pro rata 

* * > 


Yesterday's (Wednesday) issue of 
The Bicycle, an Argus Press Pub- 
lication, marked the 1,000th number 
of the publication. First published 
over 19 years ago in newspaper 
format, it survived its teething 
troubles and the difficulties of the 
war years. To-day, in magazine 
style, the publishers claim the sup- 
port of the leaders of the cycling 
industry, and manufacturers of 
both touring and racing machines. 
ind the respect of Britain’s approxi- 
mately 2,000 cycling clubs. A recent 


innovation has been the inclusion 
of a free four-page pictorial 
souvenir 

* * - 


From the July issue vuonwards. 
Handyman wil! carry classified 
advertisements as a regular feature 
The rate will be Ss. per line 

* * * 

The 99-year-old title of the 
Manchester City News is this week 
being changed to Manchester City 
and Suburban News. A circular 
has been issued to newsagents 

* 

Some 38 pages of display adver- 
tusements have been booked for 
the first issue of Organisation and 
Methods to be published to-morrow 
(Friday). The journal is published 
by Organisation and Methods (O 
& M) Publishing Co. Ltd 

> * > 


Building Equipment News, tho 
Tothill Press new controlled cir- 
culation monthly journal for the 
building and contracting industries. 
will be published next Thursday 
The first issue will be of 24 pages 
and the guaranteed circulation to 
selected executives with purchasing 
responsibilities in the industries 
covered is in excess of 30.000 

* * * 

Joshua B. Powers Ltd. have been 
appointed sole representatives in the 
British Isles of t newly launched 

Cyprus. 
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We Hear 


The Council of Industrial Design 
» i as aan tee oe 
British Industries at 28 Haymarket, 
London, early next year. It will be 
a permanent but changing exhibition 
of products selected for their high 
standard he —- 

* 

The Kemp's group of publishing 
companies are launching a monthly 
house magazine for thew employees 
on May 14. It will be called Kemp's 
News, and will contain details of 
the latest developments of the group. 
The John Bretton PR organisation 
will be ~~ jeneaes for editing the 
new journal. 

* - _ 

The annual award of the Harris 
Tweed Association for the best 
Harris tweed entry in the Nationa! 
Tailoring Competition, sponsored by 
Tailor & Cutter, has been won by 
Charles Farkas, of Moseley, Bir- 
mingham. Mr. Farkas’ entry also 
won the silver medal for the best 
entry in the ladies’ suit class. This 
is the third year of the Harris tweed 


award. 
Closed door 


eanetetistaetnetinetennthestientaes 

No more visits to Radio Luxem 
bourg’s British department will be 
allowed until the first week ir 
August, owing to the holiday 
period 

* * * 

A. Ronald Everett has taken ove: 
the representation in the United 
Kingdom and Europe for Thy 
Draper of Australia and The Hard 
ware Journal in place of A. A 
McKenzie & Co., as Mr. McKenzic 
has returned to Australia to take 
up an executive position with the 
publishers 

* * * 

H. Berkeley Hollyer. publicity 
officer of Torquay. was among 
speakers in a BBC programme to 
France dealing with resorts from 
Bournemouth to Plymouth 

* 


* * 
A portrait of Sir Gordon 
Richards, specially painted for 


Sporting Record by Bernard Hail- 
stone, has been accepted for exhibi 
tion at this year’s Royal Academy 


£5,000 films 


Torquay town council has been 
invited to take part in the produc 
tion of a travel film, to cost between 
£4,000 and £5,000, to publicise 
South-West England. 

* * * 

John Locke and Co., Ltd., lead- 
ing Irish whiskey distillers, are to 
undertake a major sales campaign 
in the United States 

* * 


* 

A new edition of Foreman, 
claimed to be the only periodical 
addressed specifically to foremen in 
this country, if not in the world 
is now available. The annual was 
launched in March. 1953, and the 
second edition, 1954, is now out of 
print . is of ak pages, oe 2s 


Sections Seauat is sumetien a 
trophy, to be won outright, for 
special Formula III races to be 
at Brands Hatch on Sunday, ay 
29, Sunday, July 10. and Saturday, 
October 8. The races will be pro- 
moted by the British Racing and 
Sports Car Club 

* ms 

A 22-page brochure, discussing 
the advantages of advertising in 
Time, is going to UK advertisers, 
prospects, and agencies Versions 
in French, German, and Japanese 
are in preparation 
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Ce 


production on a great number of 


filmed commercials in every technique for some of Britain’s leading advertisers. 


Our Radio Division currently produces Luxembourg’s all-time hit pro- 


gramme “Take Your Pick”, starring Michael Miles and “Double Your 
Money” starring Hughie Green. Besides these two big live shows, we have 


many recorded programmes for Britain and overseas. 


All this work needs new and eager hands for its execution and we are 
looking for the following people interested in Radio, Films and Television as 


a future. 


Administrative Executive for Radio Secretary /Financial Assistant 
Age: 24-34 Age 20-30 

Experience: 3 years or more in Adver- 
tising. Radio or Stage experience 
helpful. sense who can work in financial control. 


A secretary with initiative and a business 


Film Production Assistant Secretary Assistant Radio Dept. 


Age: 22-30 Age: 20-30 

Experience: Some film production. Personal secretary in radio department; 
General advertising and business work someone with initiative and an interest 
also helpful. in radio production and organisation. 


Write with full details of age, experience and ambition to. . 


Personnel Manager G. $. ROYDS LTD. 160, Piccadilly, London, W.1. 


als 
-_—*-—© PLEASE DO NOT TELEPHONE OR CALL WITHOUT APPOINTMENT 


¢\~> 
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Press and cinema 
drives for Spontex 


Sponcel Lid. are increasing adver- 
tising for their Spontex sponges revur 
Spaces are being taken in national Ty 
Sunday papers, women’s magazines 
and the trade journals and cinema 


star to be featured in 


. 
advertising 1s 10 be. stepped-up Personal Blend campaign 
Dot ible-page spreads in trade B 
journals are informing retailers of A full-scale national advertising Persona! Biend to retailers wil! start 
the increased publicity and are campaign is to be used to launch this month 
oe introducing Spontex sponges in @ new cosmetic—Crookes Persona! Advertisement copy will carry the 
M waterprool pong bag packs Blend liquid foundation cream recommendation of the cream by 
Retailers are also offered a free Details and demonsin ations of the Catherine Boyle. Each pack is 
sponge and special display for new product were given last week accompanied by a leaflet and intro- 
ry dozen ordered Agents are at the Waldorf Hc sel where TV duced by Catherine Boyle. Adver- 
Crane ‘Publicity Ltd. star ope « Boyle + 4 nie lising agents are Alfred Pemberton 
crow Oo! pressmen an women t { > ; 
a she perso illy was “proud to be wR Be handled by F. H. This counter display piece has been 
Kia-Ora summer associated with the make-up ; produced as part of a new campaign 
| Advertising is scheduled to start for Shavex brushless agg Bee is 
schemes commence in June with a half-page im th low ; now appearing in ine lpia 
Kia-Or waned thie quae Daily Expr ind Rertber spaces ia Neu drive for as ~~ Le nal eo cards 
ia ra pen ci < / ivvos ome s Sunday +. al in the London undergrou are ais 
idverusing campaign for fruit oe oe A Md <1 + “y ~g oo wd Silver Shred beine used. Agents are the Robert 
quash this week, using national a get teed oe : Freeman Co. Ltd 
magazir ind provincial papers sive list of women's _ Magazines A new campaign for James 
Additional support is being given _Tfade press advertising to introduce Robertson & Sons Lid 's Silver Luxembourg spot 
' extensive use of London bus — 3 Cees i me nations Beecham Pharmaceuticals Ltd 
ied ind | di Agents are 7 J . dailies and Sundays, London even 3 aa Paes oa 
Service Advertising ee Ltd. wed Full page national Redi — Papers and the — aw oars a | aa 
week a §=6taunchec S aigeaeed . on Radio Luxembourg, and adverti 
r dr ve for Suncrush, then ads for 2 hell A trade advertising scheme, the ing in national ilies ond Sundays 
; w orang nk. Large spaces in Full - sdvertisements f first ever for Robertson's Lemon provincial papers and women's 
ndon ng Home County national deily and Sunday news- Curd, commenced in April. Agents magazines are being used. Agents 
p pe . nd Los don bus sides spear papers ar wing used in a new ire Willing’s Press Service Ltd. are Alexander Cox Ltd. 
ccd campaign campaign for Shell with IC A petrol 
[he promo believed to be one 


Tube and press ads the Jaws yet, announces | CURRENT ADVERTISING AT A GLANCE 


Summer She! 


oofcard campaign for The schedule includes full-pages " 

Temy rhe started in the in the Daily Sketch, News Chronicle Accounts Fruit Cocktail jelly (Smiths 

{ zround A two-colour sales Daily Mail, Daily Herald, Daily , satin Advertising Agency Ltd) 
] nd a w ndow tr ansfer have Express Daily Mirror, London SIMON MASSEY, member of the Cc. G. TEMP -ER & co. LTD. using 
gone to London retailers The evenings and half-page in The London model house group, for tube cards and Evening News for 
Evening News will be used during Times, and further full-pages in G. S. Royds Ltd. Autumn cam- Templaster. (Willings Press Ser 

he summer. Willing’s Press Service selected provincial ers. Agents paign i vice Ltd.) 
Led. are the agents are Colman, Prentis & Varley Lid. A- WEST & PARTNERS LTD, BEECHAM _ PHARMACEUTI- 
i iia 4 manufacturers of Uno stencils for CALS LTD., using national 
> = Technical & General Advertising dailies and Sundays, provincial 
Agency Ltd papers, half-pages in women’s 
EGYPTIAN STATE TOURIST Magazines, Radio Luxembourg 
ADMINISTRATION for Down- and the trade press for Vita 
tons Ltd.. who will handle adver- minized Iron Jelloids. (Alexander 
tising and public relations in the Cox Ltd.) 

TATTOO COSMETICS LTD, using 
PYRETHRUM BOARD OF national dailies and Sundays 
AFRICA for Samson Clark & women’s magazines and trade 
Co.. Ltd ress for S-day ae Stick 
CRYSTAL PALACE MOTOR Deod rant (‘S I Garland 

RACE MEETING press relations (Advertising) Service Ltd.) 
account for John Webb Press F. W. HAMPSHIRE & CO. LTD. 
Services Ltd using national press. women's 
PHONASEC electronic secretary magazines and trade press for 
PR account for Public Relations new Lorelox hair styling lotion 
Associates (Napper. Stinton, Woolley Ltd.' 


CROOKES LABORATORIES 
Campaigns LTD., using half-page in Dail» 


E u ce Daily M ) 
MAYFAIR PRODUCTS LTD. et ee ee yee 


. Women's Sunday Mirror, and 
using half-page in Daily Express half-pages in women’s magazines 


EDITH MACLEAN 


national dailies and Sundays. to introduce Personal Blend 
weekly papers, provincial and liquid eh cream. (Alfred 

trade press to introduce Golden Pemberton Ltd 
Charms toffees (McConnell & JAMES ROBERTSON & SONS 
Co. (Advertising) Ltd.) LTD., using national dailies and 
NEW BP SUPER PLATINUM Sundays. London evenings, pro 
PROCESSED petrol, using vincial papers and Radio Times 
national dailies and Sundays, class for Silver Shred. (Willing’s Press 

and general interest magazines. Service Ltd.) 
provincial and motoring press. SPONCEL LTD., using national 
(S. H. Benson Ltd.) Sundays, women’s magazines and 
SHAVEX Glycerine and Almond large spaces in trade press and 
oil, brushless cream. using films for Spontex sponges. (Crane 

London evenings and tube cards Publicity Ltd.) 
(The Robert Freeman Co., Ltd.) KIA-ORA, using national maga 
: SHELL WITH ICA. using full- zines, provincial papers and bus 
pages in national Sundays, full- sides for fruit squash. Kia-Ora 
pages in Daily Sketch, News Suncrush orange drink, using 
Chronicle, Daily Mail, paty London evenings, suburban 
Herald, Daily Express, Daily papers and bus sides. (Service 

represented by Mirror, half-page in The Times, Advertising Co., Ltd.) 
full-pages in London evenings, AUTOLEX LTD., using trade press 
and full-pages in selected provin- for Autolex Patty Pans. (Willing’s 
ARTIST PARTNERS Ltd cials for Shell summer campaign Press Service Ltd.) 


(Colman, Prentis & Varley Lid.) JAMES PASCALL LTD. using 
CHIVERS & SONS LTD. using colour pages in national maga 
national press, women’s maga- zines. (Service Advertising Co., 
zines and trade press to introduce Ltd.) 


44q Dover Street, London, W./ 
Hyde Park 9941! (ten lines) 
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From the front page of the 


News Chronicle— April 23 


Mr. Butler hopes M.P. will 


‘cread the 
NEWS CHRONICLE” 


The Chancellor of the Exchequer yesterday quoted from the News 


Chronicle Gallup Poll to back his conviction that he had been right to cut 


Income Tax in his Budget. 

Breaking into a broad smile as he wound 
up the Commons Budget debate, he 
picked out the question which asked 
people of all the main parties which one 
tax they would choose for reduction. 
And he said : 

“ Thirty-five per cent. of Labour sup- 


porters put Income Tax first. That was by 


During the next few weeks 
the News Chronicle Gallup Poll 
will be concentrating on the 
General Election. 

In this field the British Gallup 
Poll has the most consistent, 
accurate record of any polling 
organisation in the world. 

British Gallup Poll results 


are published exclusively in the 


NEWS CHRONICLE 


far the biggest percentage. The other big 
percentage was 29 per cent. for Purchase 
Tax, petrol was only 7 per cent. and 
tobacco 14 per cent. 

“ The Tories put 37 per cent. in favour 
of Income Tax first. 

a therefore seem to have done some- 
thing which is very sensible.” 

To the cheers of his colleagues, Mr. 
Butler added : ‘‘ ] am glad to note that the 
same column says that the Prime Minister 
is very popular and that I am very efficient.” 

From the Labour front bench, Mr. 
Douglas Jay (Battersea N.) jumped up to 
ask if the Poll question referred to the 


standard rate, or just to Income Tax. 


“| hope,” retorted Mr. Butler, ‘that 


you will read the News Chronicle’. 


“ 
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16 SHEETERS 


AND BUS STREAMERS 


TRADE SILK-SCREEN SPECIALISTS 


ROBERTS POSTERS 


Winners of the Premier National 
Poster Award 1955 


GLOUCESTER 


"Phone 22842 


* 
ad. mgr. 4 
blows up... ~ 


. .. and pats head of Account 
Executive, who thought of 
“Gartex” advertising balloons. 
pes Se always before the 
public's eye, reminding... selling 
... Swelling sales. Your “‘Gartex’ 
order is printed to sell your 
product. For details, write: 
Sales office, Young & Fo 
Rubber Co., Ltd., Garfield 
Road, Wimbledon, S.W.19. 
4 LIB 6281-5 


-a symbol of 


PLANNED 
PACKAGING 
WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, w.c.2 HOLborn 252! 


AGENTS 


WANTING GOOD SITES 
IN PROVINCIAL CATTLE 


296 


New officers for ‘Old Ben’ 


| approved by 


At the April meeting of the 
“Old Ben” committee of manage- 
ment the new elections for the 
year 1955-56 were made. A. G 
Durance (Surridge, Dawson & 
Co., Ltd.) was elected chairman 
of the committee, following A. T. 
Chipperfield. A. Whinfrey was 
elected as vice-chairman, follow- 
ing Mr. Durance. 

There were 13 applications for 
life membership, and 72 applica- 
tions for annual members were 
the committee 
There were two transfers from the 
annual to the life section. 

W. Corrie was unanimously co- 
opted to the committee of 
management, and a number of 


| nominees of area committees were 


also 
year. 

Among cheques received were 
from Brighton for £75, from their 
special efforts at Christmas ; from 


co-opted for the current 


STIRLING 
OBSERVER 


series 


(A.B.C. 16,361) 


COVER CENTRAL 
SCOTLAND 
Rates from 
Will Kitchen jr. Ltd. 


13! FLEET STREET 
or publishers 40 Craigs, Stirling 


| Ulster’s leading farming publication 


The 
“FARMERS JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 


Bournemouth for £157 10s., pro- 
ceeds of their annual dinner- 
dance ; from “Dickens” a cheque 
was presented at their annual 
general meeting to the secretary 
for £75, the result of special 
efforts; from Leicester a £100 
cheque ; and from North Mid- 
lands two cheques, one for £150 
from special efforts and £63 as a 
result of the president's ball, 
presented to the secretary at their 
annual dinner-dance. 


Newcomers to 
screen ads 


Several newcomers to cinema 
advertising were included in a 
programme of filmlets and one- 
minute and two-minute films 
shown to the press by Pearl & 
Dean last week. They included 
Mazawatee Tea, Disprin, Nescafe, 
Eucryl Tooth Powder, Purity Pat 
Sausages and Goldheart Cheese 
Spread—who used filmlets—and 
Strand No. 1, Green Sponge Mix- 
ture, and Green’s Carmelle in 
the films. 

The programme, now being 
shown on the ABC circuit and on 
a number of independent cinemas, 
comprises three reels, each con- 
taining 10 filmlets, 10 one-minute 
films, and two two-minute films. 


Ad men ‘uninformed’ 


about paper 


The advertising profession's 


| knowledge of paper is “woefully 


inadequate” Horace R. Martin. 
Spicer’s paper consultant, told the 
April meeting of the SDMAA 
(north-western branch) in Man- 


| chester 


Paper’s car rally 
The Birmingham Post national 


May 5, 1955 


New 
Publicity Club, F. C. Dench (centre 
is invested with his chain of offi 
by J. E. Hastings, the retiring pres 


president of the Glasgow 


Club secretary D. M. Wilki 


looks on. 


dent. 


@ Continued from page 229. 
International PR 
discussed 


“You have to remember that 
your opposite number is a humar 
being, thinking along the same 
lines as yourself, and working fo 
the same goal. 

“I think that public relation 
and all it stands for—human con 
tacts, between men whatever thei 
status or their nationality—is the 


most important aspect of ow 
work.” 
Second international speaker 


was Rein J. Vogels, director o 
public relations for KLM Raya 
Dutch Airlines, whose subject 
was “Public Relations in the 
International Field.” 

Mr. Vogels warned of the 
dangers from “hangers-on and 
interlopers” that public relation 
has to face in the future—danger 
that could be overcome by those 
willing to take steps in the right 
direction to prevent “this realh 
splendid and useful professior 
from being undermined and for 


feiting its acceptability and 
respect among the public.” 
A public relations message 


must come from the constructive 
brain of “global-thinking” a 
or 


| 
: July to Dec. 1954 | motor rally, organised by the who actually did something 
* MARKETS SHOULD AT Pc | Midland Automobile Club, held the common good, he said. 
A ONCE COMMUNICATE WITH | | aver summs 27. G28 | 02 Friday and Saturday, April 22 “Then public relations is no’ 
ee H. 0 l OF CIRCULATIONS ’ and 23, attracted an entry of 160, merely the production and istri- 
; - 0. QUINN LTD. ce of which 154 started from the bution of a good reputation, bu 
: } 


Civic Centre, Birmingham. The the propagation of ideas and ser 
: winner was T. A. Gold, of vices which may benefit the 
Tel. Central $453 | Longton, Staffs whole world and its inhabitants 


MORAWNE PROTECTION 


151, FLEET ST., LONDON, E.C. 4. 
MARKET SPECIALISTS SINCE 1919 


18 Donegall Square, East. Tel. Belfast 24397 


London 
69 Fleet Street, E.C.4. 


® Continued from page 233. 
MORE NEWS ABOUT PEOPLE 
Benson Ltd., has been appointed 


Jeremy Maas has joined Foote 


FOR DISPLAYING SMALL PRODUCTS ON SHOW MATERIAL | 


This newly developed Morane pro- 
cess is yet another step forward in 
the display of small products on 


TTT 
show materials. 


© © Ode ccececcecececccs 


Products up to 1)” in thickness can be 
o © ‘e successfully sealed to showcards and display 


material, showing the produce in bold clear 

relief, completely protected against dust 

or damp, yet easily removed without dis- 

turbing the display. 

Send todey for complete details of epperetus or 

service for this entirely new process, quoting 
“ Display Aids."” 


MORANE PLASTIC CO LTD 


21 WOODTHORPE ROAD . ASHFORD . MIDDLESEX 
Tel. Ashford, Middx. 2727 & 3391 


Cone & Belding Ltd. as an assistant 
account executive. He has been 
with London Press Exchange Ltd 
since 1953, and has also worked 
for British Overseas Airways Cor- 
poration, and travelled extensively 
in Africa, Asia. Australasia, and 
Europe. Mr. Maas is the holder 
of an honours degree in English 
literature and language at Oxford 
7 * * 


Peter Barratt has been appointed 
production manager to Conroy 
Wykes Advertising Ltd. He joins 
from Arks Publicity Ltd. where he 
was production assistant. He was 
previously production assistant to 
CWS publicity (London). 

* oo 


* 
G. F. Meadmore, of the 
oveses depatmat of SH 


to the board of D. J. Keymer & 

Company Ltd. C. H. F. Crutten 

den has been appointed manager of 

the overseas department of Benson's 
* * * 

Future supervision at Willing’s 
Press Service Ltd. of all press 
audio/video contracting will come 
under W. G. D. Softly as director 
in charge of media buying. Mr 
Softly was appointed a director of 
WPS in October, 1951. 

He will work in conjunction with 
D. J. Marrett, who heads the mp 
buying team at WPS, and | 
Watkin, head of market research. 

* * 

A. G. Webb has been appointed 
a director of John Webb Press Ser 
vices Lid. 
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ABC SIGN TV 
CONTRACT 


he ~ remaining 
xpected to be signed shortly 
These are for the Monday to 
Friday programmes in London 
and the North, and the week-end 
rOgrammes in the Midlands and 
Nortn 

Rumours that commercial 
television will not be ready by 
September | have been dis- 
counted by Cyrus Ducker, chair- 


from page 


contracts are 


man of the Institute of 
Practitioners in Advertising 
television advisory panel. “I see 


no reason why this should be the 
case,” he told ADVERTISER'S 
WEEKLY 


Truefitt is new 


ABC chairman 


C. W. V. Truefitt, 
ment director of 
Newspapers Ltd. is 
hairman of the 
t Circulations He was ap- 
~ointed at the ABC's annual 
neeting on Tuesday in succes- 
sion to H. L. Clarkson (S. H 
Benson, Ltd.) 

New members of council in- 
clude advertising agent, Olaf 
Elletsen (Ff oote, Cone & ies ng 
Ltd.); publicati I 
Howarth (Westminster Seeame 
William Memory (News Chroni 
le) and Michael Renshaw 
Kemsley Newspapers) 


advertise 
Associated 
the new 
Audit Bureau 


ons 


Total membership of the ABC 
s now 1,048, against 927 a year 
ago. Increases in the three cate 


48. 


gories are advertisers, 
igents, 16; publications 57 


Prize for market 


research study 


he Royal Society of Arts and 
the British Export Trade Research 
Organisation (1952) Ltd., are 
jointly sponsoring a competition 
designed to stimulate interest in 
export market research 

Competitors will be required 
to write an essay on the subject 
»f “How can market research help 
towards profitable export market- 
ing?” The winner will be given 
a grant of £500, to be provided 
by BETRO Ltd., to enable him 
to make a first-hand study of 
marketing conditions in an over- 
sea country. 


Golf 
FSCC Spring Meeting 
Results of the spring mecting of 
set Street Column Club Golf 
Thursday 
Dickens Trophy c 
runner-up, H. D. Varley; 
best 9. M. Chavasse F oursomes 
Lewis and Varley; runners- 
up J. Everett and A. H. Mclsaac; 
Brooking and H. H. I. 


preser ted 
Salmon the 
and the 


last 


by H 
captain 
golf circk 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 400. per dispiny pene! 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel 
classifications. 4s. per lime, 45s. per display a iach. a 


one lime plus is. cov 


postage, Serves 
advertisements under seven insertions MUST BE PREPAID. A 
Lonadoa, E.C.4. 


APPOINTMENTS VACANT 


“* The engagement of persons answering these advertisements mast 
Local Office of the Ministry of Labour or « Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

is exce ihe 


Weekly."’ 180 Fleet Street, 


Situations Vacant : 
be made through a 


unless be or she, or the e.aployment, 
Notificati of V 


ADVERTISER'S WEEKLY 


APPOINTMEN’S VACANT 


VACANCY 


for 


|. LETTERING ARTIST high stan- 
dard finish, preferably with work - 
ing knowledge of typography. 


2. DESIGNER/TYPOGRAPHER = fo, 
Showcards, Displays and General 
Graphic Design, must be able to 
carry out finished layouts and 


inch. An omer 
3 limes. pas Ti 


application : 
Address “ Advertiser's 


CHAscery 8844 (Ex. 25) 


from the previsions of 


First-class 
RETOUCHING 
and 
LETTERING 
ARTISTS 
required 
CHAMBERLAIN STUDIOS LTD. 


2 LUOGATE HILL, E.C.4. 
Phone: Central 3570 


drawings 


3. ASSISTANT DESIGNER FOR 
PACKAGING & Consumer Pro- 


AN ATTRACTIVE 


OPENING EXISTS ducts. Versatile man with con 
temporary flair for flat and 

for a progressively minded gentleman dimensional design in various 
co join e well known provincial agency materials visuals to finished 


in the South 
The post is principally as an ACCOUNT 
EXECUTIVE, but a person with Capita! 
full 


drawing stage knowledge of 
typography an advantage 
offer in 


resources would be given and The above vacancies 
pppoe a teresting, versatile work on con 
negotiations will © treated : i " 
strictest confidence and interviews wi! re Ramm vt -* B. 
be arranged to suit applicants congenial Chelsea Studio one 
The Advertiser will only correspond Mrs Robinson, c/o Ww de 
with those who supply the fullest Majo, FLA 6816 
necessary information 
Box 0878 AMBITIOUS YOUNG MAN required 
be trained as a Printers’ Repre 


Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT TO dng BLICITY MANA. 
GER re large Engineering 
Contra to the Fuel Industries 
Knowleds f publicity routine and 
the abi to write good English 
essential Some engineering knowledge 
desirable Salary £500 to £600 
according age) 06and)=6experience 
Apply writing, giving age. par 
ticulars of education and experience 
to the Personnel Officer (P.D.) 
Woodall-I kham Construction Com 
pany Lt 63-77 Brompton Road 
London, SW 


A COMPANY near North Acton Station 


requires a Technical Artist to prepare 
sectioned lustrations in black and 
white or lour and line drawings in 
perspectiv Experience in airbrush- 
ing essential Write. giving details 
of experience, age and salary required 
to Box AW 325, L PE SS St 
Martin's Lane, London, WC2 


COLOUR RETOUCHERS wanted for 
expansion of colour section Vacan- 
cies for Senior Artists and improvers 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 


appointment to Art Director, Studio 
Irwin Ltd, 118 Chancery Lane 
London, W.C.2 Tel CHAncery 
4141 


EXPERIENCED ESTIMATING CLERK 


required with knowledge of handling 
orders, blocks. etc Pension scheme 
Apply writing to Staff Manager 
Daniel Greenaway & Sons, Ltd 69 
Old Broad Street, E.C.2 


ADVERTISEMENT 
REPRESENTATIVE 


Scottish newspaper publishers 
require an advertisement repre- 
sentative for their London 
Office. This is an excellent 
opportunity for a young man in 
his twenties or early thirties 
with some advertising ex- 
perience, who seeks to improve 
his position. Commencing 
salary will be according to age 
and experience and the situation 
is one in which advancement can 
be won. Applications will be 
treated as confidential. Please 
write giving particulars of ex- 
perience, age, etc., to 


Box 0870 
Advertiser's Weekly 180 Fleet St €C4 


sentat An excellent opportunity 
= " meone interested im commercial 
art enthusiastic about selling and «4 
LEADING OFFSET LITHO HOUSE. eood aalast. Adenuste calesy Gustee 
dealing with ational Advertisers { raining Write 
showcards, posters and all form: Box 0655 Ad Weekly 180 Fleet St EC4 
ne a Te sm & VOUCHER CLERK required by Th 
re eer London Press Exchange Ltd Writs 
the Trade essential Salary ar ! - ; . 
stating age an salary required, Box 
a. a ae ae Geeenneee “4. LPE, 5! Martin's Lane 
Box 0808 Ad. Weekly 180 Fleet St EC4 W.C.2 
PRODL CTION ASSISTANT required 
cory DETAIL. Junior required wit! take charge of py detail and 
some xperience S-day week Sears b ks for press advertisements and 
& Na 1 j Advertising Ag printed matter Ager experience 
178 Charing Cross Road Lor t preferable Ring CE Ntral 1422 for 
we TEMp Bar 6082 An appointment 


A National Food Industry proposes to extend 
its public relations activities, conducted by the 
trade association concerned. 


TWO APPOINTMENTS ARE TO 
BE FILLED 
(a) An Assistant Public Relations Officer: 


required must be intelligent, well 
ne who has had practical experience 
n the broadest sense, embracing 


The man 
educated 
mn public relations 


and 


press work, information services, and the prepara 
tion and issue of educational material etc rhe 
work is varied and interesting 

b) An Advertising Assistant: 
The man required must be intelligent, well 


educated, and one who has had practical all-round 
experience in the handling of national advertising 
campaigns in their various forms The work 
will be interesting and with considerable scope ; 
it will involve working in association with one of 
the leading national advertising agencies, and 
agency experience will be an advantage 


The salaries for the above posts will depend on the 
experience and ability of the applicants, but will not be 


below £800 per annum There is a superannuation 
scheme. Write in confidence, giving age and full details 
of career and experience, to 

Box 0889 


Advertiser's Weekly 180 Fieet St EC4 
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CLASSIFIED ADVERTISEMENTS 


Not just jobs 
but 3 opportunities 
at Legget Nicholson 


APPOINTMENTS VACANT 


Situations Vacant : 


* The engagement of persons answering these advertisements ms 


be made through a Local Office of the Ministry of Labour or a Scheduled Employme 
Agency if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inciusi 


unless he or she, or the employment, 


is excepted from the provisions of ¢ 


Notifications of Vacancies Order 1952."" 


Applications 


12th of May, 1955 


First-class Layout Artists and Account 
Executives for leading South African Agency. 
hould be marked TO AWAIT 
ARRIVAL, and addressed to Mr. C. F. M. Schultze. 


Brown's Hotel, Half Moon Street, London 


Applicants will be interviewed between the Ist and 


GooD ALI - ROU —_ GENERAL 


REPRESENTATIVE REQUIRED « 


ARTISI required id Write Silk Scre« Printing and Display 
AY . ; . » eer 7 giving } jet ails ar = oe an required oa 866 Ad. Wee 180 Fleet St EC 
\ CHANCE for you to contribute to the effective Box ORIS Ad. Weekly 180 Fleet St EC4 — st 


advertising we are producing on behalf 
of Berkshire Stockings, Coopers Y-Front, 


bln wennpton — Technics! 


Agency requires Assistant for 
y 


GENERAL ARTIST 


required with experience in lettering 


Director Age about 30 

’ ~ Agency expe e and also design and finished artwork for 
Duckham S Oils, I nglish Electric Domestic with the enthusiasm and ability accept Greeting Cards and Fancy Stationery 
. aaa . — ‘ e Apply by letter only with specimens of 

Appliances & Television, Gor-ray Skirts, esos Benga he ay Ping work to— 

. . y ex tive with the right background General Manager, 
_ ‘ P ‘ - F deta valif experien i 

Harper's Bazaar, Jacqmar, Scandinavian of qualificesions and - Newton Mill Ltd., HYDE, Cheshire 


on 
Advertiser's Weekly 80 Fleet St EC4 


Airlines, Steiner Products, and many others. 


WANTED, LADY CLERK TYPIST 


MESSENGER required for j-estab arg ee nar 6 
i ( Advertising Agenc Five used andling Copy and Classifc 
Hours 9 ar p41 Advertisements Shorthand Ivp 


Ww ; und salary r ured preferred Kensington area 


. . . g age a 
Senior Visualiser Der tase Aa, Wei 180 ece EC | Bon Gat) Ad. Weekly 100 Plot StF 


POWERFUL CONSUMER ADVERTISING 
two 
SENIOR VISUALISERS 
WANTED 


to handle a number of accounts. 


This man will have had considerable agency 
experience and will understand advertising in all its 
selling phases. The ability to produce slick 


presentation visuals including figure-work is essential 


Layout Man 


Competent designer able to translate copywriters’ 
* briefs” into clients’ layouts. If you are seeking 
better accounts to work on—and pleasant conditions 


here is your opportunity 


Junior Typographer 


Here is a chance for a keen young man able to 


Must be completely versatile and 
thrive on responsibility. 
produce adaptations from master layouts; to obtain We want the BIG men, accustomed to 


valuable experience working with an enthusiastic . : 
BIG planning in BIG spaces for 
team of perfectionists 


National consumer advertising. 


HOLIDAYS THIS YEAR. 
Write to the Creative Director 


Legget Nicholson & Partners Limited, 
17-19 Stratford Place, London, W.1. 


Write or telephone the General Manager 


McCANN-ERICKSON ADVERTISING LIMITED 


Brettenham House, Lancaster Place, W.C.2. Tempie Bar 6600 


McCANNS MAKE ART DIRECTORS 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS | 


GRAHAM & GILLIES 


require a good 
PRODUCTION ASSISTANT 


The man we are looking for 
should be about 24 years of age, 
with at least 3 years Agency 
experience. He must be able 
to handle urgent press produc- 
tion, on a group of national 
accounts 


Write in the first instance, 
jucting age, experience and 
salary required, to :— 

THE PERSONNEL DIRECTOR 


GRAHAM & GILLIES LIMITED 
37, GOLDEN S@., LONDON, W.1. 


Rapidly expanding Agency 
requires :— 


CREATIVE LAYOUT MAN, 


capable of producing quick vis- 
uals—mainly technical accounts 


COPY DETAIL MAN. mus 


be conscientious and have some 
experience in production. Know- 
ledge of technical journals an 
advantage 


JUNIOR ASSISTANT in Pro- 


duction department; learner 
would be considered. 

Please write (in strict confidence) giving 
details { experience and salary re- 
quired. Replies should indicate post for 
which application is being made 

Box 0909 
Advertiser's Weekly 180 Fleet St EC4 


CENTRAL ADVERTISING DEPART- 
MENT 


Group of Department al 
tes tio: 


Box 08 Ad k 180 “Fleet St EC4 
MEDIA PLANNING DEPARTMENT. 
nding Londor Agency requires 
ferablvy with previous ex- 

Media Estimating and 

1 detail and 

ng position 


f 
Please write, giving details of 
experience and salary re 


Ad Weekly 180 Fleet St BC4 


SECRETARY required t 
“ «C&T tor 


genera 
appow 
ceedir 
Press 
W.C.l 
LEADING, 
svstem 


ekiy 180 Fleet St EC4 


Experienced 
typographer 
required to join 
McCann’s enthusiastic 
typographical 


team 


Write or ‘phone for appointment 
to the General Manager, McCann-Erickson Advertising Ltd., 
Brettenham House, Lancaster Place, W.C.2 


Temple Bar 6600. 


Is ita 


‘copywriter’ 


we want? 


Perhaps the word ts not quite the 
traditional word ‘copywriter’ —but 
someone who thinks hard and straight, 
and freshly, about advertising, and 
creates campaigns accordingly. 

Not so set in his ways as to shy away 
from new media and new 
techniques; yet not so ‘recently 
arrived’ as to lack that 

unerring instinct for the right 
policy, and the way to steer 

it through the usual obstacles 

An ambitious and talented man, in 
fact, who is possibly in his 

middle thirties and who can grasp an 


unusual opportunity. 


Please write to the Creative Director 


LONDON PRESS EXCHANGE LTD 


110 St. Martin’s Lane, W.C.2 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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be preferably with 
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MAKERS of electrical time 
ta oung man to handic 
the dk of their advertising and 
sales promotior He should have 
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ment « rien Initiativ and drive 
work t are « Prospects are excellent 
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May 5, 1955 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : “ The engagement of persons answering these advertisements must 


be made through a 
Agency if the applicant is « mas aged 
unless be 


or she, SS employment, 


Office of the Ministry of 
18-64 inclusive or 2 woman aged 18-59 inclusive 
is excepted from the provisions of the 


Laboar or a Scheduled Employment 


= of Vacancies Order 1952.” 


There's a 
GOOD JOB 
going in 
LIVERPOOL 
around the 


£1,000 A YEAR 
MARK 


for agency trained man or 
woman with ideas plus the 
ability to express them 
quickly on paper. 


Write in confidence to 
Box 0887 
Advertiser's Weekly 180 Fleet St EC4 


Well known Advertising Agency 
requires 
experienced all round 


FASHION 
ACCOUNT 
EXECUTIVE 


His work and experience 
must be complete and 
modern. Write full 
details to 


Box 0882 
Advertiser's Weekly 180 Fleet St EC4 


copy chief 


PUBLICITY ASSISTANT required by PUBLIC RELATIONS CONSUL 

e London publisher Mf scientufi tech TANTS, Mayfair offices, require first 
nica Jucational and general t ks class Secretary She must have a good 

All-r k ledge of book pub appeara be a really efficient short 

licity with part ur «exper f hand da . . 

opy-writing, lay-out and typography pressure when the occasion demand 
a man (or woman) Five-day week Write, stating age, Write, giving details of previous ex- 
xperience and salary required, to perienc age and salary required, t 
Box 0876 Ad. Weekly 180 Fleet St EC4 Box 0869 Ad. Weekly 180 Fieet St EC4 


who is already in the 


four-figure salary bracket, OPPORTUNITY 


The Public Relations Department of the 
Bristol Aeroplane Company desires the 


and deserves to be. 


services of a talented and experienced 
artist to augment its studio staff. 


. The appointment calls for flair in prepar- 
ing imaginative and intelligent advertise- 
ment layouts and carrying them through 

Write to: 


to the stage of finished artwork. In the 


main, the style of advertising relies con- 
siderably on the use of photographs and a 
high standard of typography ; but there 
is scope for a wide range of creative work 
for the right man. 


117 PICCADILLY, LONDON, W.| The successful applicant will join an 


enthusiastic team, and be given every 


THE JOINT MANAGING DIRECTORS, 


T. B. BROWNE LTD. 


opportunity to develop his career as a 
member of one of the leading aircraft 
manufacturing Companies. 


Please write to Chief Personnel Officer, 
THE BRISTOL AEROPLANE CO. LTD 
FILTON, BRISTOL. 


Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


This opportunity 
does not happen 
very often! 

The Advertising Manager of a 
leading shoe manufacturing 


group in London requires a 
young man or woman 


PRODUCTION ASSISTANT 


with a sound knowledge of 
production and printing pro- 
cesses. This vacancy is an 
excellent opportunity for 


Experienced 
Production 
Man 


Required to work on Nation- 
ally advertised accounts with- 
out supervision. The man we 
are looking for must be fully 
conversant with all aspects of 
production procedure. Write 


DUNLOP 


RUBBER COMPANY 


LIMITED 


someone with experience who fully 
is conscientious and prepared : 
to accept responsibility. experience and salary required 
5 day week and amenities. Holidays as arranged. 
Planned holidays will be con- 
sidered. Our present Production Staff 
Write in confidence, stating 
age, salary and experience to 
Box 0886 Box 0900 
Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St €C4 


n confidence, stating 


requires an 


are aware of this advertisement.) 


Advertising 


ADVERTISING MAN want 


growing 


A CAPABLE COPY CLERK TYPIST 
- requir for a technical month 
paper Must be willing to live the job Apply particulars f salary re 
nF sn for ix quired i experience, t t Ship 
tu xperience t builder Press Lt 47 Victoria Street 
Box 0874 Ad. Weekly 180 Fleet St BC4 Lond SW. 
LAYOUT GENERAL ARTIST YOUNG TRAINEE ARTIST with some 
juired Y exper f layout and typography 
in Publicity 

nd pre 
staff 


t the 


Executive 


j K & 
fers & Engineers Ltd, Letch we 


This is an interesting opportunity for a young 
EXPORT ADVERTISING SERVICE LIMITED 


requires 


ASSISTANT own initiative He (or she) should have had 


sound advertising experience including modern 
in Account Executive Branch 


executive, preferably between 28 and 35, who 


likes takine responsibility and working on his 


marketing and research techniques. 


The appointment offers good prospects for 
PP - g t pe The Company offers excellent working con- 
a young man, 22-24, who has had the right 


litions, including a pension scheme. Salary will 
grounding in advertising on the client and/or . , ‘ , : 


agency side and who is looking to establish he according to age and experience and replies 
himself as an Assistant to an Account should give full details of experience and state 


Executive. Duties will be concerned with 
—— . alary expected. 
Overseas advertising exclusively and experi- 
ence in this sphere would be an advantage 


but is not essential. * 


A good salary will be paid and there are 


superannuation facilities. ADVERTISING MANAGER, ALLIED GROUP, 


Written applications giving age, experience 
and personal history will be treated confi- 
dentially and should be addressed to the 


DUNLOP RUBBER CO. LTD., 
10/12, KING STREET, 
ST. JAMES’S, S.W.1 

Managing Director at 22, Old Bond St., W.1. 


CHA 8844 (Ex 25 
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APPOINTMENTS VACANT 


A vacancy occurs 
in the 


PUBLICITY 
DEPARTMENT 


of a well-known Engineering 


firm in the midlands. Appli- 
cants should be 25 to 30 
years of age, of good educa- 
tion, and with some experi- 
ence of literature and adver- 
tisement production, copy 


writing etc. 


Box 0860 
Advertiser's Weekly 180 Fleet St EC4 


SENIOR ASSISTANT required = for 

p Depar ert help with the 

: un 4 du nm of 

f and general 

( lar and 

Superannuat scheme 

ve-da ek Apply 

P nr puper ndent, K & 

I > jer & Engineers Ltd 
H 

ADVERTISING Jt NIOR EXEC . TIVE. 

A f o Tt mu ™ cap al Il- 

i bass “me ence 

k t ative Write 

Ma ne Director 

kK \ Mattr & Up tery 

( Bernbridg Drive. Nort 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant : * The engagement of persons answering these advertisements must 

be made through «a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicast is a man aged 18-64 inclusive or 2 woman aged 14-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952. 


STOP LOOKING 


if you're a young, fully-experienced production man 

because we have just the job you want as assistant to the 
Production Manager here. Ours ts a busy young agency 
with a congenial working atmosphere and an unusually 
interesting range of accounts. Your existing holiday 
arrangements will be respected but you must be fully 
experienced and have done your National Service. Write 
stating age, experience, and salary required to the Produc- 
tion Manager, Digby Wills Ltd., 113, High Holborn, W.C.1. 


SINGLE MAN required, 20-23 years HERE As A 7 CHANCE for a 
“ V cs 


wishing to uke a career u he pot al p ter or sua 
Publicity Department of a busy and € worth t “ a 
fast growing ganisatior He w thu tica for a year or n 
be called up assist in the fields of t less spectacular tasks in the print 
exhibitions rising, photograp lepartment f a London adver "4 
etc He w ' required to trave sgenc Tt right person wi 
occasionally Prev M exper e 5 graduate on to the creativ Je 
NOT essentia a live erest and should p latent abilit a 
Publicity IS Ther » generou writer or designer A knowleds f 
non-contributor pensior n and print production would be a d fed 
luncheon ¥ r ure av " sdvantage Write, telling ~ al out 
State salar required Writ t urself and salary require 
Publicity Ma r, Midland Sihcones Box 0877 Ad. Weekly ito Fi ect St EC4 
Limited 19 Upper Brook Street 
London. W 

SPACE BUYER rey r busy I WANTED 
Street Ager ; know 
alk types of i PUBLICITY MEN AND BILLPOSTERS 
week H geome : Holders of currence driving licence 
Box 0854 Ad Week “0 Fleet St EC4 


preferred. Good salary for the right 


finished rough stage. 


VISUALISER/LAYOUTMAN 


considerable agency experience. 
able to produce smart yet compelling layouts, 
have a real sense of design and typography and 
an ability to render the figure adequately to the 
This appointment is a tion Dept. for a production 
progressive one and carries an excellent salary 


with full superannuation facilities. 


Write at first giving particulars of age and anical processes. He must be 


experience to the Art Director :— 


EXPORT ADVERTISING SERVICE LTD. 


2, OLD BOND STREET, 
Ww.I. RIPLEY, PRESTON& CO.LTD. 


type of man Apply RONALD 
SMART, WINKFIELD ZOO, 
WINKFIELD, or. WINDSOR, 
BERKS. 


LAYOUT ARTIST 
required 


This is a genuine opportunity for 
a young and up-and-coming chap, 
worth around £500 p.a., at his 
present stage of development, who 
is interested in all forms of visual 
publicity—Press and Print. In a 
small but growing agency where 
“he won't be lost amongst the 
crowd”, he will work with a 
happy, experienced team and be 
allowed all the scope he can 
justify. The “airy-fairy” approach 
would be a serious drawback : he 
should be essentially an adver- 
tising man who enjoys his job, 
sets himself a high standard of 
design and presentation and, of 
course, has a working knowledge 
of typography and good colour 
or Hours are good and there 

a superannuation scheme 
AFTI R he has fixed an appoint- 
ment, we would be mainly in 
terested in seeing a few pencil 
visuals and colour roughs. Apply 

Box 0879 

Advertiser's Weekly 180 Fleet St €C4 


DESIGN ORGANESA TION in 2B reess 


EXPANDING WEST END ADVERTISING AGENCY eee 


ave reasonat 


jard f ettering Quick worker 

Permanent, progressive position for 

REQUIRES FIRST CLASS Fm ho ming 
Se f training and experienc if 


Box 0872 Ad. Weekly 180 Fleet St EC4 
CONFIDENTIAL LADY — (25- 


required ‘ assist ccountant 
PAYE and §«=6 knowledge rf book- 
j keeping ssential Five-day wee 
This is an interesting position for a man of gqsential. | Five-day | week 
experience and salary required to 
He must be Secretary. Greenlys Ltd. 9 Berkele 
Suree Ww. 


COPY CLERK required by = trac 


periodical publishers Experienc 
handling advertisement cop pr 

and make-up essential. Five-day week 
Forbes Publications Ltd 92A Ker 


ngton High Street, W.8 Phone 
Western 9856 
CAMBRIDGE UNIVERSITY vo ~ 


‘i 


Drawing Office has a vacan 

drawing authors map etc 
for line reproducti« Studi ) xper 
ence essentia Apply Personne 


Officer, University Press, Cambridgc 


PRODUCTION MAN 


Wanted to take charge of new Depart- 
ment. Must have a tidy mind and be 
prepared to do job himself This 
position will grow in importance very 
quickly. Age is no objection Please 
write giving full details to Misani, 
Gooderhan & Young Ltd., 49, 
Chancery Lane, W.C.2. 


POWER-GUILLOTINE OPERATOR 
required for trimming paper r 
small printir c t Put t 
Department ruld 
to keep a tr : 
make out m t 
returns Superannuation schern tafi 
canteen, five-day week Apply to the 
Personnel Superintendent K 4 I 
Steelfounders & Engineers Ltd 


PRODUCTION 
ASSISTANT 


A vacancy occurs in our Produc- 


assistant to Production Manager. 
The man we are looking for must 
have at least three years’ ex- 
perience in agency production 
work and have a sound know- 
ledge of typesetting and mech- 


capable of issuing detailed in- 
structions and keeping accurate 
production records. Five-day 
week. Salary according to 
ability. Holidays as arranged. 


Applicants should write or ‘phone, 
W. A. Clare, Esq.. 


Ludgate Hse., 107/111 Fleet St., 
LONDON, E.C.4. 
Telephone: CENtral 8672 


CATALOGUE 
PRODUCTION 
CONTROLLER 


required by very large Company 
engaged in several fields of retail 
distribution. Applicants must be 
capable of controlling the purchase 
of paper, printing, blocks, artwork 
etc., and the overall supervision 
of the production of a large 
number of Catalogues, Leaflets, 
and Brochures 


The position is a permanent one 
and there is a non-contributory 
pension scheme in operatx 

Only persons who have had full 
experience in the above sphere 
and are in receipt of a salary 
of over £2,000 per annum need 
apply, with full particulars to 


Box 904 clo Walter Judd Lid., 
47, Gresham Street, E.C.2. 


*Phone 


our classifieds to CHA 8844 


25 
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May 5, 1955 


APPOINTMENTS VACANT 


2 SECRETARY SHORT- 
HAND TYPISTS TO 
ACCOUNT EXECUTIVES 


| COPY TYPIST 
| SALES LEDGER CLERK 
| ROTOPRINT OPERATOR 


| ACCOUNTS CLERK 
(16-17) 


| OFFICE BOY 


permanent progres- 
Apply in writing 
revious experience to 


Mrs. A. Deacon 
Press Exchange Ltd., 


Martin's Lane, 


phor D 
{ Denhan Nr 
, Middlesex 
JUNTOR «COPY AND GENERAL 
OFFICE CLERK wanted ¢ higt 
magaz Exe 

Writ giving details 

1 siary 


Box 5 Ad. Week 180 Fleet St EC4 


GENERAL ARTIST 


mature experience of design and 
r Press Advert 


sing and Print 
apable of working to finished rough 
age. Please write giving full details 
Misani, Gooderhan & Young 
Led., 49, Chancery Lane, W.C.2. 
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CLASSIFIED ADVERTISEMENTS 
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APPOINTMENTS VACANT 


Another 
opportunity 

in the 

Promotion 
Department 

of 
ILLUSTRATED 
NEWSPAPERS 


flair for 


has faith in fies 


drive a job 


stating age, education 


This is a job for a man of about 30, with 
some advertising agency experience 


copy 


knowledge of production detail 
1s iNteresting and embraces most forms 
publicity and sales promotion 
a congenial and progressive occupatior 


for a young man with plenty of 


and least possidle time 
Claud W yatt, 
Promotion Manager. 
Illustrated Newspapers, Led., 
195 198. Strand, W.C.2 


required; please mark your letter 
PERSONAL 


and at least some basi 


wn abulity t 


through with the miniumur 


experience and 


VISUAL 


The work 
lt will be 


fire 
mitiate a 


" 


Write to 


MR. J. GA 
Notle 


Lid 


Cecil D 


LARGE NATIONAL ADVERTISER 


in North-West 
keen energet 
develop Dir 


London requires 
man to control and 
ct Mailing list under 
Advertising Manager Write 
Stating age, previous experience 
and salary required to 


ADVERTISING MANAGER, 


Smiths English Clocks Led., Sectric 
House, Waterloc Road, London, 
N.W.2. 


INTERNATIONAI 
DIRECTOR S 
Britain 


TELEPHONE 


and the 
commission 
Co., Lad 

j 2. TEMple 

Bar 6534 #5 

PRODUCTION ASSISTANT 


experienc 


with pre- 
, deta: 


experience 
required, to Pictorial Pub 
td.. 28 Denmark Street 


TRAFFIC 
ASSISTANT 


Opportunity for young man with 
| agood knowledge of production, 

and an aptitude for detail work. 
| We are looking for such a 
| person who will in time handle 
| on his own a group of consumer 
accounts. 
Telephone or write for inter- 
view -— 

Traffic Manager 
Gerrard 8646 
C. J. Lytle (Advertising) Ltd. 
2-3-4 Dean Street, W.|!. 


RETOUCHING ARTIST 


for interesting work in 
colour and black and white 
for @ major national 
account. Good salary, 
pleasant conditions and 
holiday this year. Phone 
or write for appointment, 
Art Director 


Fully qualified 


PRODUCTION ASSISTANT 


to understudy Production 
Manager, and to be per- 
sonally responsible for 
several major national 
accounts. At least 5 years’ 
experience necessary. Holli- 
day this year. Phone or 
write Mr. Pengelley 


SCOTT-TURNER 
& ASSOCIATES LTD. 
17-18 DOVER ST., LONDON, W.1 
Hyde Park 0481 


YOUNG LADY 


re ‘ 
ju 


GROSVenor 


NOTLEYS 


require 


ISERS 


and 
TYPOGRAPHERS 


Please contact 


RWOOD, 


y Advertising 


15, Hill Street, W.1 


8911 


required 
Box 4 Ad Week 
PRODUCTION 
’ mp 
Short 
S 


‘ 


Weekly 


ASSISTANT. 


lv 180 Pleet St PC4 


remp 


180 Pleet St BC 4 


with 


G. S. GERRARD LTD. 


require a 


SENIOR 
ACCOUNT 
EXECUTIVE 


experience of fashion and 


advertising. 


He will occupy a responsible position 
with an excellent future and salary com- 
mensurate with the importance and wide 


scope of this key appointment. 


Write in confidence to: 
W. PURVIS, GENERAL MANAGER, 
G. 8S. GERRARD LTD., 10, ARGYLL 


STREET, LONDON, W.1. 


store 


*Phone 


our classifieds to CHA 8844 (Ex 25) 
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10, St. 
‘ London, W.C.2. all 
4 BOOK-KEFPER Experienced lad MALE ASSISTANT required . 
Ledger rk and Typist (22-27 fter stor Put Dey  ctiensiaetenneitiesttiiiiatiieasliain 
PERTENCED LETTERING ARTIST required ading West End Adver In add t ch-keey PRODUCTION MAN tor w knows 
‘ ‘ ‘ work ane As Knowledge f adver internal distribution of my I i Pri ¢ Houx Agen 
* 4 ‘ r : t e 2 machine @ nting at cations. du “ ‘ ed with at least four years’ exper 
: Cand was "; tei ns asset + Five-day week ng ratur Agents thr 1 good round knowledge 
ua a Pe Writ tating ag world routing of t Iie : te. ‘ portunity for the right 
'®, xpers j alar required to press advertiser f Ww g age, cauperience 
PP Secretar ( niys Led ) Berkele fh work > 
a. Street, W staff car f |) 
y 7 t tt Persor 
L Steelfound — 
Letchworth. H National Service 
PC th Mar ster 
a and some exper 
hie M weer for k py ¢ would b f 
: ee organisa Knowledge of sdvantage Five-day week Rep 
_ ——— ng a pdvantage. althougt giving age experience and salary 
tla Salar i Apr required 
——— $s 00 00°0;°0 00s 
pe — | eC 
$$$ ———————— es | 
: SC P| Ag for Great | Fe 
suired competent t hand H t | 
rougt 2 its Stages-—-cCopy ayout | 
r mn. Salary £10 per week, plus | 
r Five-day week. Write, giving 
- 4 fu jetails of experience, to 
Suaff M ager Roya Arsenal 
perativ Society Ltd 71 Powis 
reet, Woolwich, S.E.18 ’ a 
YOUNG MAN required as Poster required Ww End A Ex 
pector for Trar portatior Adver- cellent oppor for ne 
ng London by West End Adver- mar Ww 
ng Agency Please apply. with fu and salar 
tails, t licity ¢ 
Box 0885 Ad. Weekly 180 Fieet St BC4 W.C.2 
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ADVERTISER'S WEEKLY 


PPOINTMENTS VACANT 


PRODUCTION MAN 


This is a job in a small growing 
agency where he wil! have respon- 
sibility and welcome it! Therefore, 
he will need a good knowledge of 
typography and process. He'll 
really be ‘somebody’ in the agency 
and work with chaps who will 
appreciate his efforts. If he wants 
to develop any other talents he 
will not be restricted. Why not 
have a chat with us? 

Box 0888 
Advertiser's Weekly 180 Fleet St EC4 


VISUAL MER- LAYOUT ARTIST 
atabat Oo create 
t it rough 


with 
ideas and carry them 
stage Must have 

Wide variety of 
ope to right man 
conditions. Write 
details, t 


Weekly 180 Fleet St EC4 
YOUNG ADVERTISING MAN required 
‘ Pron : 


s and 


r Sa work by London 
Engineering group with interests in 
he trical and instrument field 
Eng g experienc not essential 
Cor g salary around £750 p.a 
Send deta rf ureer and qualifica- 


Box 0898 Ad. Weekly 180 Fleet St EC4 
ae NT REPRESENTA. 
TIVES 


re required by the Proprietors 


f technical uurnais devoted to 
major indu aries A broad know 
ige {f th gineering industry will 
c {vantage one of t 
Iipp m be mad Applicants 
st © a stomed to interviewing 
secutive level and preferab 40-35 
ca f age Full particulars of 
jualifications will be treated confi- 
j ' Writ 
Box O895 Ad. Weekly 180 Fleet St EC4 


304 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “‘ The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notificati of V jes Order 1952."" 


TYPOGRAPHER 


required, with agency experience in 
press advertisement typography, who can 
produce clear and exact type mark-ups. 
Please write giving details of experience 
and when available for interview to 


Art Director 


OSBORNE-PEACOCK 
26a Albemarle Street, London, W] 


LPPCINTMENTS VACANT 


PUBLICITY MANAGER 


Industrial Chemical organisation 
with offices in the West End has an 
immediate opening for a dynamic 
young Publicity Manager, prefer- 
ably with newspaper or journal- 
istic experience. He will control 
an active P.R. policy, edit a 
monthly house organ, be respons- 
ible for advertising (through an 
agency), exhibitions, etc., sup- 
ported by a staff of six. Good 
salary. Applications, giving fullest 
information and earliest date of 
availability, to 


Box 0908 
Advertiser's Weekly 180 Fleet St EC4 


APPLICATIONS for appointment as 


Advertisement Representative ny 
possibility of early promotor 
invited from men with knowledge 
the timber industry Previous ¢ 
perience in selling essential Apr 
cants should send details of th 
experience to 
Box 0896 Ad. Weekly 180 Fleet St Et 
SILK SCREEN printers and disp 
manufacturers require a worki 
Manager Qualifications are a w 
and varied experience, thorough tec 
nical knowledge of the business 
ability to command the respect a 
co-operation of a staff H 
should also have the < 
so necessary in the silk screer j 
try. Replies, which will be treated 
strict confidence, should state age 
experience Address personally 
Managing Director 
Box 0902 Ad. Weekly 180 Fleet St Ec 
EXPERIENCED MAN with lay 
ability plus high-quality lettering 
immediate vacancy in pleasant ad 
& A. Dix, 12 Great Newp 
Street, W.C.2 TEMple Bar 8610 


SHORTHAND TYPIST used office rou- ABLE PRODUCTION MAN ix offered 
tine and PR work Varied and early opportunity of becoming Produc 
interesting, theatrical GER Till | tion r f medium- West 

nd ze handling quality counts 

EXPERIENCED LAYOUT MAN © End A vandling quali count 
quired w enowledae of typoeraphy All-rou oduction and media ex- 
yoo snadevete-claed Pp - * i! per similar ager essen- 

“ ~ Ee. a ae tual confidence, experience 
en ne u ts — 9 15-5. —_™ and commencing salary required 
Saturdays. Superannuation scheme Box 0910 Ad. Weekly 180 Fleet St EC4 
Box 0917 Ad. Weekly 180 Fleet St EC4 PERSONAL ASSISTANT to Advertis- 

: ing and P Manager Preferably 

LADY requir d as Assistar t and Secre- woman aged 30-40 Must be weil 
tary t aeverean . J “ educated, have experience of advertis- 
leading Trade journal, with pleasan 1g procedure and be accurate with 
offices - ~ Bad " pr wom records and time schedules Details 
knowledg > ee f past experience and salary required 
Work resting, cntails resp to Robert Brandon & Partners Ltd 
ibalit work paper, m ~ 47 Albemarle Street, W.1 
up 4 A ss 6S ria su 
Saturda good salar Full details to 
Box 0901 Ad. Weekly 180 Fleet St EC4 


GREENLYS REQUIRE 


A SENIOR VISUALISER 


to be responsible for a group of interesting and 
important semi-technical accounts. 
both press and print to give them a lively approach, 


CHAS. BARNETT ARTISTS 


Further first-class artists are 
required in our Still life, Scraper- 
board, Retouching and Lettering 
departments Pleasant working 
conditions, five-day week, holiday 
arrangements considered 


Write or telephone for appoint- 
ment. Keystone House, 4/7, Red 


He will create Lion Court, E.C.4, Central 6281/2 


MORE THAN A SECRETARY 


Well educated woman of exceptiona 
abilicy and experience required to act 
as Secretary-Assistant to Directors of 
London Agency. Shorthand-typing 

essential but she must have a vita 


interest in ‘the care and preservatio 
of documents." Age 25 30 Good 
salary. Permanent prospects Send 
full curriculum vitae. 

Box 0866 


Advertiser's Weekly 180 Fleet St EC4 


RECEPTION - OFFICE MANAGER 
yet have the ability to interpret simple technical ee, SOT 4 pon ati 
known Fle Street group maga 
matter. A mature advertising outlook, versatility Responaib Sot pb Ne a 
sav and cheerful c nality 
and agency experience are needed, but a detailed Hours 9-5.30 (five-day week). Partic 
s of age, ex ence d salary 
technical background is definitely not a necessity. required to aceRaagg ans 


Naturally he'll be paid a good salary. 


AND A 


MIDDLEWEIGHT VISUALISER 


Someone who will enjoy being the close number 2 


to the chap above. 


press and print in colour is a must, of course. 


Existing holiday arrangements will receive sympathetic 


consideration. 


Please contact the 
CREATIVE DIRECTOR, GREENLYS LTD. 
9, Berkeley Street, W.!. 


uired to 
Box 0906 Ad. Weekly 180 Fleet St EC4 


PUBLICITY MANAGER required by 


metal window manu facturer. Position 
alis for keen man (30- able to 
absorb technical information and to 
work in close lason with advertising 
agents an wide sales ngew- sation 
Rey Stating experience ar salary 
required 
Box 0905 Ad i. Weekly 180 Fleet St EC4 


EXPERIENCED SECRETARY 


SHORTHAND TYPIST required by 
Public Relations organisation In- 
t st in press work desirabie Salar 
Slick presentation for both wn tt Im. Wie Be Awa 
LPE. 55 St. Martin's Lane. W.C.2 


SPECIAL TYPE 
wanted 


We are looking for a 
GENERAL ARTIST 


male or female, with all round advertis- 
ing experience and capable of handling 
production in a small agency on a sound 
basis and now expanding. Successful 
applicant has opportunity to build this 
job into a position of responsibility in 
control of department 

Starting salary £600 per annum. 

Ring HOLborn 3280 


PRINTING MANAGER (to comme 
immediately for modern and expa 
ing Lithographic and Letterpr 


works in Lancashire, with succes 
experience in both branches Apr 
cant must be capable of taking ! 
charge and be a keen and energe 
young man of good education a 
able to introduce new business I 


position is one of responsibility, cor 
a high salary with excelic 


prospects Write, giving full deta 
and references, to 
Box 0904 Ad. Weekly 180 Pieet St Ex 


CITY ADVERTISING AGENCY ha 


vacancy tor young man or woman 

Space Order Department with view | 
taking charge Write 

Box 0918 Ad. Weekly 180 Fleet St E« 


AGENCY REQUIRES 
ARTIST 


One who has had all round 
Studio experience and can handle 
layouts, adaptations, lettering 
and general artwork. Free- 
lance basis considered. Tele- 
phone for appointment to see 


Mr. Harris. City & General 
Advertising Ltd., 3, Panton 
Street, Haymarket, S.W.!. 
WHI 2606. 


| 


‘Phone your classifieds 


to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


Assistant 
for 


Advertising Dept. 


sng man completed National Service 
mteresting and varied general 
es. Aptitude for sales promotional 
an advantage. Write, with details 
experience and commencing 
ary required, to 


Box 0850 
ivertiser's Weekly 180 Fleet St EC4 


TIONAL ADVERTISER = cont 
ruven { ive 


be appreciated 
i tu Jetais of 
4 k e St EC4 
RTHAND nteresting 
1 n Adver- 


PERSONAL SECRETARY ° 
I West End pub 

re Ww 

NG ASSISTANT (ler 
Manager requir 


SHT TYPIST require 
Director Ad 
HYD 0% 
PPORTUNITY 
Art wt “ 


EDERATION OF BRITISH INDUS. 
TRIES ¥ IpDp stior for cw 


nd xuper 
aT x to HWB 
Swi 


First-classFinished Lettering Artist 


also 


Layout Artist 


used to producing 
chents roughs—some 
typography an advantage. Only ex- 
perienced people please. 35 hour 
week. Bonus, etc. Tel. HOL 1676 


APPOINTMENTS WANTED 


PRINT BLYING PRODUCTION. N 
res t posit wht by mar 


slick visuals and 
knowledge of 


Be akI Ad W 
BOOK-KEEPER. 

Box 0884 Ad Week ‘ I tS Ec 
“HAND PICKED” SECRETARIES 


available The Wiemore Agency 67 
Wigmore St. Wl) HUMter 9951/23 


"Phone 


SENIOR 
PRODUCTION MAN 


seeks af 
Mm manage 
training 


tment with small agency 
capacity All-round 
leading agencies 
Sound knowledge of agency pro 
cedure a practice together with 
sound technical knowledge 


Box 0875 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER and 
T qualified electrical 
years 

Jesires 
m“ressive Orgar 


Week vy 180 Fleet 


experience 
responsible 


Box 089 


EXPERIENCED 
ACCOUNT EXECUTIVE 
ADVERTISING MANAGER 


at present with large Agency desires 
new post Advertising all-rounder 
completely versatile and thrives on 
responsi) ity Able visualiser 

Box 0883 


Advertiser's Weekly 180 Fleec Sc EC4 


ENERGETIC SPAC E SALESMAN, 
ful trained and of proven ability 
seeks chang media First-class 
credentials available 
Box 0829 Ad Wee 180 Fleet St EC4 

VISL ALISER. fi artist 


ar agene with 


secks a 
contem- 


Ad Weekly 180 Fieet St EC4 


EXECUTIVE 


with 
25 years’ experience of 
Service to Advertising 
Agents and Industry 


The advertiser seeks an 
appointment where his 
practical knowledge of 
Typesetting, Blockmaking 
and Printing in all pro- 
cesses can be fully used 
Box 0921 
Advertiser's Weekly 180 Fleet St EC4 


MISCELLANEOUS 


PIN-LPS AND COVER GIRLS io 
stock . nd Suutiots 


tor art 


SEYMOUR STUDIOS. 
, s 1 © Street c ad 
< for 
Ww mm to 
1 Quality rvice t 
1 WC. area. Your 
ed PAD 2708 


er : 
FoR ORIGINAL GIRL PICTURES— 


BUSINESS OPPORTUNITIES 


ESTABLISHED 


scot visit 
TISING AGEN Y 


ADVER. 


EXPE _ NC cee 
- bey . ‘ y ns 
Box 09 180 Flee 


your nel fieds 


a St EC4 


HELP 


wanted 


POINT OF SALE organisation 
with good connection, 
duction facilities and limi 


pro- 
ted 
overheads offers an extremely 
lucrative opportunity to one 
or two investors. 


Mediums :— 
Exhibition 
Design, Packaging 


Displays, Stands 


Industrial 
Signs :— 
Banners, Flags, Posters, St 
cards, Silk-Screen Printing 
Window Dressing, Cc 
and Supervision Service 


Active or sleeping interest 
vited. Further details ir 
test confidence from :— 


Box 0666 
Advertiser's Weekly 180 Fleet S: & 


TV SCENERY FOR SALE OR HIRE 
Scenery Designed, Built and 
to order. Murals, Models 
Exhibition Stands, Wall Maps 
door Advertising 
Boards Robert 
South, London 
1019 
SOLE 
Repr 
proposition b 
ing Represent 
Box 0907 Ad 


SHOW CARDS, CUT-OUTS | 
ADVERTISING FOLDERS 


by photo-litho or letterpress ‘own 
photo-litho process plant 
CARILLON PRESS LTD 

Pine Colour Printers, Bourner 

Telephone Boscombe 368 }5 | 


B.16 


LONDON 


London Office 4a Bloomsbury 
wo Phone: HOLh« 


FREE LANCE SERVICES 


TECHNICAL WRITER Pa 
allied sbyect ifler r 


Box O91 Ad 
URGENT MESSAG ES 


. k 180 F 

TECHNICAL AND GENERAI 

tra und) «6 Copywriting \ 

jesigned and mad 

Box 0861 Ad. W 
VESUt ALISER 

a — for pr nt ¢ 

Box 09115 Ad Week a) F St FC4 
LAYOUT ARTIST (Ex. Fig.) specialees 


foiders and brochures secks 


Ad Weekly 180 Pieet St EC4 
cory WRITER (Free Lance) want 


ham Manufacturer 
Birming 


¥842 Ad. Weekly 180 Pleet St BC4 


CREATIVE ARTIST, experience 
as art manager, knowledge of layout 
typography» and production secks 
part-time appomtment 
Box 0873 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


VERY LIGHT 


STUDIO 


AND OFFICE TO LET 


Quiet building, third floor. Ap- 
proximately 360 sq. ft. Windows 
three sides and roof. 


Apply G. H., CEN 2985, 3 Racquet 
Court, Fleet Street, E.C.4 


FLEET STREET 


OFFICES REQUIRED close to 

Sure by small Advertising 
umately 60D sq 

Phone 


or write 


with 


Fleet 
Agency 
Th 
Marlow 
§ Black 


POssession 
7820 7504 
nd SEI 


STUDIO TO LET. Sunablc a 
urnished or ur ifurns shed 
Phone » CITy 212 


SALES AND WANTS 


aDoes SSOGRAPH MACHINE, Mode! 

with Lister (Serial No. O188R) 

in » J working order, five years old 

Offers +t Vitanmun Lid 23 Upper 
M Hammersmith, W 6 


office 
Low rental 


CARAVAN for sale 
flers Apply 
Av { ntre nmstaliatwons Lid ship 
Middlesex 


COURSES 


MORE 1.C.S. SUCCESSES 
IN A.A. EXAMS ! 


In the May 1954 Advertising 
Association Examinations 
LC.S. once again achieved 
outstanding successes. LCS 
Students won 
Second place in Division °C.’ 
First, second and third places 
in Division ‘BB’ and five good 
passes 
@ sxe 
Twenty per cent of a// successful can 
didates were trained by the LCS 
LC.S. Home Study Courses in prepara 
tion for both the A.A. and the LP.A 
Examinations are comprehensive, up 
to-date, and have been written by 
experts actively engaged in the ad 
vertuing field 
First class instruction 
um COMMERCIAL 
DESIGN, 
WRITING 
Write today for free book to DEPT. 28 
INTERNATIONAL CORRESPONDENCE 
AS, International Buildings, 
Kingsway. London, W.C.2 


SPECIAL ANNOUNCEMENTS 


See April 14 issue of 
ADVERTISER'S WEEKLY, pages 
84, 85, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

May 12 the next 
issue containing this Register. 


ENHIBITION 
I 


spection and invited 


ul passes in Division ‘A.’ 


available 
POSTER 
SIGN 


is also 
ART, 
LETTERING and 


will be 


to CHA 8844 (Ex 25) 
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These two winning s% ri a 
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entries in the Layton —_—_i.......... pees! San guneme a. | 
Annual Awards reveal 


the effective, distinctive He ne eo 


see eee eee ee er eee eseer esses eeeeeeees eres eee 


use of ‘Monotype’ text , 

and display type faces ) p*) “gd 
in press advertising ——_ * eS 
JOSIAH WEDGWOOD 


and Sons Limited 


ree ee 


ie 


mR EnT Ene 
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pie lala ili ell 


Al times All the winning 


like this... ian 
entries in the Layton 


ae 


CO ee ee ee ee 


Annual Awards used 


it 

4 

4 . pe’ 

E Monotype’ type faces 
hi THE MONOTYPE CORPORATION LTD 
5 

: Monotype House, 43 Fetter Lane, E.C.4 
4 

q 

5 —— “a and Salfords, Redhill, Surrey 

’ You can't beat 


BURTON. a 
J . a. x : S 


tailoring ! 
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